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I nternational payment solutions provider" and "international POS device 
manufacturer" are sexy descriptions for some top payments industry 
organizations. However, while processing card transactions and selling 
payment products and services worldwide can offer bountiful revenue 

streams, taking a payment business from local to global requires tremendous 
patience, financial wherewithal and trusted relationships.

ISOs and merchant level salespeople (MLSs) are anomalies in the global pay-
ment landscape. In many countries, only a small number of banks control the 
processors; financial institutions outside of the United States look at acquiring 
as a service that is part of the banking relationship. 

But payment veterans agree that, for those prepared to invest the time and 
resources, the financial rewards can far outweigh the risks of offering merchants 
the ability to globalize their operations.

Cross borders, divergent platforms

While the risk versus reward scenario on the international payment process-
ing scene is favorable, the criteria required to participate on the global stage 
can discourage even the hardiest and most entrepreneurial processor, acquirer 
or payment solutions provider. Even for France-based payment solutions firm 
Ingenico, which has merchants in 90 countries and physical locations in 27 of 
those, the task can be daunting.

"It can be a nightmare at times," said Lisa Shipley, Senior Vice President of 
Sales and Marketing for Ingenico North America. "Social customs, the rules 
of engagement and the certifications are unique to every country. And these 
requirements have to be adhered to and understood because the individual 
sovereignties completely control how you do business in that country. It's all 
very specialized, so really the easiest way for anybody to do this is to find a 
partner already there."

A greater number of U.S.-based financial institutions are not yet doing cross-
border payments for several reasons: Start-up costs can be prohibitive, the rules 
and regulations vary from country to country and governments greatly influ-
ence, sometimes dictate, the rules that control electronic payment processing 
and settlement and the organizations allowed into their respective countries.

According to Justin Anderson, Vice President, Americas, for Shanghai-based 
mobile payment solutions provider Blue Bamboo LLC, knowledge of the 
EMV (Europay, MasterCard Worldwide and Visa Inc.) compliance standard is 
required in many foreign markets. 

"Some U.S. firms haven't developed the internal DNA to understand the trends 
evolving in foreign markets, and they may not yet be comfortable with chip and 
PIN technology, which is prevalent in places like Canada and the U.K., and con-
tactless, which dominates in Asia," Anderson said. "And total solution delivery 

 See International payments on page 59
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Top acqu i rers ,  p lease

The last list of top U.S. acquirers was published in which back 
issue? And on PDF, what category would I pursue for this? 

Thanks, 
Jack Simpson

Jack,

You'll find our most recent listing of top U.S. acquirers in our 
December 2008 GSQ. 

To find the issue, click on "Publications" from our home page 
(www.greensheet.com). Then click on "GSQ – Current Issue." 
Archived issues are listed in the left-hand column of the page that 
appears. Click "2008:v11." Then scroll down the page to "GSQ 
v11n4," and click on the cover image. It shows a blue bankcard 
on a red background. This will take you right to the PDF. A list of 
the top seven bankcard acquirers is on page 11.

Editor

Correc t ion :

The first sentence to our lead story, "Card acquiring: Banking's 
forgotten family member," The Green Sheet, June 8, 2009, 
issue 09:06:01, stated, "… payments acquiring accounts for 
nearly a quarter of all banking industry revenues …" and 
attributed the information to David Stewart, Senior Payments 
Expert at consulting firm McKinsey & Co. 

The statement should have said "payments," not "payments 
acquiring." It was not possible to correct the printed version, 
which had already gone to press when the error came to our 
attention. But the lead paragraph in the online version of the 
story has been corrected to read as follows:

"An essential link in the U.S. banking system, payments 
account for nearly a quarter of all banking industry revenues, 
according to David Stewart, Senior Payments Expert at 
consulting firm McKinsey & Co. And acquiring is integral to 
payments."

The Green Sheet regrets the error.

From GS Online's MLS Forum
The premier online network for payment pros

GS Online MLS Forum member Paul_ecap recently asked the following: 

Does anyone know of, or has anyone tried, using a [third-party] company to review your residual 
reports for accuracy? I have noticed that some months our volume increases significantly, but our residu-
als go down or stay the same; other months our volume decreases, but our residuals jump way up. … 
Most of us can agree that residuals are our most important revenue stream. Any thoughts or advice?

In response, faithm recommended TCB Consulting Inc.'s work. Others offered thoughts about doing the task in-house. Here's what 
they had to say:

The reporting I get each month is so detailed that I would never need anyone else to look at it, especially since I can break my 
report down to specific card types. What type of reporting are you currently getting each month? Is it not very detailed? What 
does it show? – K-Wags

When I was in the hotel business 20 years ago, I learned to read spreadsheets, and it is not easy. ... Most ISOs' [reports] have 
coding in them, so you can copy [and] paste or view the codes. One thing for sure is that, in most cases, simple math is all you 
need to know. Another thing I learned is "figures don't lie, but liars sure can figure." If the residual is detailed or not, as long as 
you know your costs you can spot-check a few merchants and tell if things are correct. 

I always look over each spreadsheet that I get and if there are any errors, or if I think there is an error, I contact the processor/bank 
ASAP and go over it with them. I have heard a few things over the years such as "you are one of the only reps that ever calls about 
residuals" and "you are one of the only reps that knows how to read a spreadsheet." The disadvantage we have is that every 
company uses different software and that in itself is a problem.  – Ccguy

We review all residual payment calculations each month. We continue to be amazed at the errors we find. We eventually are paid 
the correct amounts by the bank/ISO, but only after we bring it to their attention. Two interesting points: 1) It is rare that the error 
is ever in our favor; 2) It is even more rare that the error is brought to our attention. – schafle

Forum
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50
News

Bob Carr takes the 
encryption lead at IAPP

Everyone in the ISO community must be aware that 
Heartland Payment Systems Inc.'s security was breached 
in 2008. Yet, a year or two from now, people will admit 
that what Heartland Chief Executive Officer Bob Carr has 
accomplished is a complete restructuring of how data is 
captured, processed, archived and moved in the credit card 
industry.

30
View

Hard to place merchants: 
An untapped opportunity

The marketplace is changing daily for ISOs and merchant 
level salespeople (MLSs) as our industry grows increasingly 
competitive. This article makes the case for prospecting 
nontraditional, high-risk merchants to gain an edge.

26
View

Where there's avarice, 
there should be ire

Contrary to what we might have hoped would happen 
by now, the greed and deception at the core of the worst 
recession since 1929 remains alive and well among publicly 
traded banks and card companies. Their entitlement stance 
is legendary. What's new is that their cupidity now threat-
ens to kill the goose that laid our industry's golden egg. 

34
Feature

Vertical market virtues – Part I   
Establishing a niche in one or more vertical markets is said 
to be an excellent way for an ISO or MLS to expand a mer-
chant portfolio during any type of economy. We thought it 
would be valuable to seek perspectives on this topic from 
our esteemed advisory board. This article contains the first 
portion of their responses.

32
View

Pulling the PIN on older systems  
It is estimated that more than 500,000 PIN entry devices 
that predate security certifications are in use in the U.S. 
market. These devices must be removed from service 
by July 2010. Are you ready for that challenge and 
opportunity?

1
Cover Story

Do you speak payments? 
While processing card transactions and selling payment 
products and services worldwide can offer bountiful rev-
enue streams, taking a payment business from local to 
global requires tremendous patience, financial where-
withal and trusted relationships. This article explores the 
benefits, pitfalls and complexities of the globalized 
payments landscape. 

A quick summary of key articles in this issue to help keep you 
up-to-date on the latest news and hot topics in the payments industry.  
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54
News

BofA, First Data 
give birth to BAMS

Bank of America Corp. and First Data Corp. formed a new 
payment solutions company, Banc of America Merchant 
Services LLC. The new entity expects to process more than 
1 billion transactions per month and offer new services 
designed to drive return traffic to merchants' stores and 
provide consumers with security, convenience and custom-
ary rewards.

74
Education

PCI: The merchant experience
Smaller merchants are vulnerable to the challenges of the 
PCI DSS in a way that larger companies are not, and it 
is not surprising they have new and different problems. 
Companies that have not fully realized the importance of 
this are paying the price with inefficient and ineffective 
PCI programs – a dangerous gamble in this economic 
environment.

66
Education

Street SmartsSM: 
Independents Day

This July we celebrate our country's independence. In the 
merchant services industry, the right to life, liberty and the 
pursuit of happiness is manifested in our independents 
– ISOs and MLSs. This article explores the roles of ISOs and 
MLSs, and discusses why the usual freedom they enjoy in 
their business dealings might be in jeopardy.

51
News

PCI SSC broaches 
possible changes

The PCI Security Standards Council has commissioned a 
consulting firm to research new approaches to the adoption 
of security technology by merchants, processors and acquir-
ers. Are changes to the Payment Card Industry (PCI) Data 
Security Standard (DSS) in store?
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76
Education

Target portfolios for increased 
profits, merchant retention

How many times have you contacted your merchant base 
and introduced new products? There has never been a bet-
ter time to reach out to existing merchant portfolios and 
cross-sell value-added and third-party solutions. Given the 
current economic conditions and struggling retail markets, 
it's a prime time to begin planning a campaign. 

80
Feature

One business ends, 
another begins

In this interview with The Green Sheet, Bruce Reisman, MLS 
for Focus Financial Solutions LLC, discusses the virtues of 
communication, honesty and transparency, especially in an 
industry replete with rules and regulations that can be dif-
ficult to grasp.  

92
Inspiration

Revisit your resolutions
At the end of each year, most people reflect on the events 
of the preceding 12 months and decide to improve certain 
aspects of their lives. But after an initial burst of creative 
resolve, many folks tuck their resolutions and action plans 
away until the next holiday season. This article focuses on 
ways to adjust your goals mid-year, and enhance the way 
you work and live.

78
Education

Smart specialization
Should I specialize in a particular service or product, or 
maybe concentrate exclusively on one type of merchant? 
This is a common question heard from new MLSs, as well 
as from those who have concerns about their current sales 
processes. It is not an easy question to answer, but it is a 
critical one to consider.
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NEWS
Go-to guys for payments

Just about everyone could use a go-to guy – someone 
to "go to" when you need help on a specific proj-
ect. Lawyers and information technology professionals 
often fit the definition of go-to "guys," who in the truest 
sense can be persons of either sex.

Now there's a group of payments industry experts posi-
tioning themselves as the go-to guys for payments. The 
Payment System Go To Guys includes industry experts 
Paul Martaus, Peter Quadagno and Patti Murphy. 
(Murphy also authors the monthly Insider's Report on 
Payments column for The Green Sheet.) Between them, 
the three have spent more than 100 years in the pay-
ments space, and now they're blogging regularly – "pro-
viding one-sided discourse concerning topical issues of 
the day," according to the authors.

Recent blog entries have focused on interchange legisla-
tion, relationships between public transit and payments, 
and the need for involving ISO advocates in policy 
deliberations. Check it out at www.paymentsystemsgoto
guys.com. 

ETA offers free webinar series

The Electronic Transactions Association's free, interac-
tive 2009 Economic Indicators Report Series kicked off 
July 7, 2009. The webinar, Today's Economy and How 
it Affects Your Business, included a review of the latest 
ETA/Strawhecker Group Economic Indicators report. 

Presenters for the first webinar in the series were 
Laurie LeBoeuf, Chief Executive Officer, Take Charge 
Business Consulting; Deanna Rich, President, Merchant 
Acquirers' Committee; and Kurt Strawhecker, Managing 

Director, and Mike Strawhecker, Director of Marketing 
& Strategic Research, for The Strawhecker Group. The 
focus for the initial one-hour webinar in the series was 
underwriting and risk. Attendees were offered tools 
to help mitigate the impact on underwriting that the 
recession has wrought. The webinar and several other 
archived webinars are available for download on the 
ETA Web site, www.electran.org. 

Heartland finishes end-to-end phase one

Completing the first phase of its end-to-end encryp-
tion pilot, Heartland Payment Systems Inc., partnering 
with Voltage Security Inc., transmitted live, advanced 
encryption standard (AES)-encrypted card transactions 
from a Texas-based merchant using multiple credit, 
prepaid and signature cards from each of the major 
card brands. AES, reportedly the highest level of encryp-
tion available, is set to replace the data encryption stan-
dard (DES) and the Triple DES as the preferred encryp-
tion method. 

"These cards were read by our newly developed pilot 
tamper-resistant security module (TRSM) terminal," 
said Robert O. Carr, Heartland's Chairman and CEO. 
"The data was encrypted as the electronic digits left 
the magnetic stripe and entered the TRSM hardware 
device. The data was then successfully transmitted to 
and through our processing platform for authorization 
and settlement." The company's press release outlined 
five payment zones: 

•  Zone 1: From data entry and card reader at the 
merchant's site to the authorization network of the 

 processor.
•  Zone 2: From the entry into the authorization net-

work of the processor and through all points in which 
data is in motion within the network(s) of the processor 
and its subcontractors.

• The National Retail Federation's 2009 Independence Day Consumer Intentions and Actions 
Survey conducted by BIGresearch indicated that 14 percent of consumers surveyed planned to 
purchase patriotic merchandise for the Fourth of July holiday.

• The U.S. Census Bureau reported retail and food services sales for May 2009 were $340 billion, 
an increase of 0.5 percent from the previous month. 

• A study conducted by Autodata Ltd. indicated total sales of light-duty vehicles in the United States 
decreased 33.7 percent in May 2009, compared to the same period in 2008; however, May 2009 
sales totaled 9.91 million units, the highest monthly volume of the year to date.

• An NPD Group survey found that Twitter users are 77 percent more likely to buy digital music than 
their non-tweeting counterparts. The study also reported that Twitter users are more apt to visit online 
music sites such as MySpace Music and Pandora Media Inc.
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•  Zone 3: Where the data resides in a central process-
ing unit or a host security module.

•  Zone 4: Within a direct access storage device or 
archival storage.

•  Zone 5: From the processor to the authorization and 
settlement centers of the card brand.

The recent test dealt with the first four zones; the fifth 
depends on the card brands. 

ANNOUNCEMENTS
AllTrust Networks receives 
Check 21 patent

Alltrust Networks was granted a U.S. patent for its 
Check 21 service, which works in conjunction with its 
Paycheck Secure check cashing service. The service 
enables merchants to receive funds on their electronic 
deposits as soon as the next morning. The check is 
scanned during the verification of the check cashing 
transaction. It can then be deposited electronically by a 
single click of a button. 

AmeriMerchant's preservation program

AmeriMerchant LLC introduced its Merchant Cash 

Advance Portfolio Servicing and Wind-Down Program. 
The program is designed to "preserve the capital 
of existing merchant cash advance portfolios using 
AmeriMerchant's back-office services and technolo-
gy," said David Goldin, President and CEO of Ameri 
Merchant. 

Axiom launches digital ID

Axiom Corp. released a privately branded digital identi-
ty card for retail merchants, corporations, financial insti-
tutions and other organizations. With the Axiom "card," 
consumers can register for and log into online accounts 
using encrypted identities stored on their computers. 

B32Trust releases two-way authentication

B32Trust SAS offers what it says is the first multifactor, 
mutual online authentication and transaction validation 
system. This authentication extends in both directions: 
The commercial site is authenticated in addition to the 
user. B-Authenticated works with any authentication 
device and is designed to make authentication methods 
resistant to phishing and hacking attacks. 

The portable system can lock and unlock a user's elec-
tronic identity and financial details from any PC. 
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BluePay goes green

BluePay Inc. has added View'n Pay, an electronic invoic-
ing system, to its product line. The new offering prom-
ises to give customers more payment options, reduce 
merchant expenses and save paper. 

Central Payment chooses Hypercom

Central Payment Corp. selected Hypercom Corp.'s 
T4205 for its U.S.-based merchants. CPC has a merchant 
base of over 25,000 and adds 1,300 new merchants 
monthly, according to Hypercom. The T4205 is the new-
est terminal in Hypercom's T4200 series. 

CO-OP contributes 30K to EPC

CO-OP Financial Services is donating $30,000 to the 

Electronic Payments Coalition on behalf of its member 
credit unions. Stan Hollen, President and CEO of CFS, 
said, "The EPC is leading the charge against badly con-
ceived legislation on interchange, and we want to do 
our part in protecting this important income source for 
credit unions." 

Digital River delivers 
new e-commerce solution

For online sales of limited quantity, limited edition, 
refurbished and clearance items, Digital River Inc.
rolled out its Limited Edition e-commerce solution, 
which provides e-storefronts, marketing functions that 
utilize social networks and online tools for inventory 
management. 

Tokenization, the use of a common key to 
keep card information encoded as if passes 
between merchants and processors, has 
been used in the payments industry since 
2005. But payment solutions provider and 
processor BluePay Inc. believes it has made 
the technology more secure and reduced 
the complexities associated with Payment 
Card Industry (PCI) Data Security Standard 
(DSS) compliance.

"Some companies are using tokenization 
in a broad sense, but implementing it with 
the latest PCI standards introduces more 
challenges compared to a few years ago," 
said John Rante, BluePay's Chief Executive 
Officer. "But I think one differentiating fac-
tor is that, as a processor, our tokens are 
tied directly to a merchant's account in our 
system, so we don't have any merchants 
cross-processing."

Tokenization is designed to prevent the theft 
of card information in storage. It was devel-
oped to meet the PCI requirement that con-
sumer card information not be stored at the 
POS after transactions. When a merchant 
swipes a consumer's card, that information 
is sent to the processor for authorization 
and approval. But when that approval – or 
decline – is sent back to the merchant, a 
token is substituted.

The numbers lie

Tokens are intended to replace the card 
number with a 16-digit, randomly gener-
ated number that contains the last four 
digits of the card number or other account 
information, which become the first four 

digits of the newly generated token. The 
token is then used from that point forward 
to conduct continuous multiple transactions, 
recurring billing procedures or incremental 
authorizations. 

However, BluePay's tokenization program 
uses a 12-digit number that contains no 
partial card number or any miscellaneous 
cardholder account information. And 
according to Joel Tosi, BluePay's Vice 
President of Technology, the same token 
can be used for multiple transactions or it 
can change with every transaction.

"We found that merchants had a real need 
for this type of solution, particularly with 
the PCI profile getting larger and merchants 
being exposed to some real fines," Tosi 
said. "All of a sudden there were a lot of 
merchants out there who were looking to 
outsource their payment processing piece 
and wanted nothing to do with storing con-
sumers' card numbers."

Start to finish

While tokenization is not a replacement 
for end-to-end encryption, Rante feels it is 
not only complementary but also superior 
to end-to-end encryption. "Absolutely I feel 
that way, because ultimately with end-to-
end at some point that card number needs 
to be decrypted, leaving it vulnerable," 
Rante said. "But tokens are useless for a 
hacker who might break into a system, 
steal that information and try to sell it on 
the open market."

Additionally, BluePay's tokenization pro-

gram can be cost-effective for merchants 
because the company is a software-as-a-ser-
vice host provider. "It's important to point 
out that BluePay also has the capability to 
store account numbers without the need to 
run an authorization against the payment 
method because our tokens are unique to 
our solutions," Tosi said. "And we can pro-
vide tokenization on all types of payments, 
not just recurring billing."

A token vertical

Since the company introduced its tokeni-
zation platform, it has seen its vertical 
footprint grow along with its ISO reseller 
channel. "We have ISOs all across the 
country that have been especially success-
ful working with utilities as it relates to our 
tokenization product," Rante said. "The 
key is that it fits right in with our electronic 
bill presentment and payment, so where 
you have a merchant with a need for 
a recurring charge it's a perfect 
application."

BluePay has seen significant growth with 
utility-type companies like telecommunica-
tions providers, water and power com-
panies, alarm monitoring, waste hauling, 
lawn care and nonprofits. Tosi added that 
the company is also deploying the appli-
cation to handle any type of mobile POS 
device. 

"As far as the application type, we can 
handle all types of mobile payments to 
include both card present and card-not-pres-
ent transactions," he said. "And I believe 
one of our big advantages is that we have 
full visibility of the transaction from the time 
it hits our system all the way through until 
the merchant gets funded." 

Doin' it right
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enStage gets backing from India

Accel Partners, a Bangalore, India-based venture capi-
tal firm invested in enStage, a payment solution and 
authentication provider that specializes in emerging 
markets. EnStage, based in Cupertino, Calif., offers 
card solutions, payment gateways, mobile payments, 
interactive voice response payments and e-commerce 
authentication. 

Forrester online bill payment forecast

In its report, U.S. E-mail Marketing Forecast, 2009 
to 2014, Forrester Research Inc. estimates 63 million 
households will pay bills online in 2014, compared to 48 
million in 2009. The research firm also projects that by 
2012, online bill payment aggregators will claim more 
market share than the direct, single-bill sites for the first 
time. The study revealed that young affluent consumers 
have been slower to choose aggregating sites for online 
bill payment.

Safe-T-PIN achieves first 

HomeATM ePayment Solutions' Safe-T-PIN was 
certified Payment Card Industry (PCI) Data Security 
Standard (DSS) compliant. HomeATM is powered by 
Atmel Corp.'s secure microcontroller, which Amtel said 

is the first ever Internet PIN entry device (PED) that has 
achieved PCI 2.0 certification.

Javelin looks at alternative payments

Javelin Strategy and Research published a new report 
that studies alternative payments. The main questions 
the 49-page report delved into were: Why should finan-
cial institutions invest in online alternative methods of 
payment?; What drives value in an alternative method 
of payment for consumers, merchants and financial 
institutions?; and What are the emerging alternative 
methods of payment that best meet the needs of each 
constituent and why?

Optio gets new strategy

Optio Solutions LLC released Strategy I Plus, a "unique" 
collection product that combines a written demand 
series with a phone call reminder enhancement. With 
Strategy I Plus, Optio Solutions said it has built upon 
the flat-fee written demands product by adding strategi-
cally timed phone calls. 

This expanded contact with past-due customers and 
patients drives increased results and profitability, while 
remaining a cost-effective solution for the client. 





20

IndustryUpdate

Precidia upgrades TransNet 

Precidia Technologies Inc. released a new version of its 
TransNet payment engine, which expands the support 
for the POSLynx220, a POS system used in the hospital-
ity industry. The company stated the payment applica-
tion is the first of its kind to be Payment Application 
DSS validated. The new version also adds e-commerce 
capability. 

PatientCompass certified PCI compliant

Trustwave validated RelayHealth's PatientCompass PCI 
DSS compliant, awarding the company Level 1 Service 
Provider Certification. Jim Bodenbender, RelayHealth's 
Business Unit President, said, "No one wants a head-
line reporting exposure of confidential patient financial 
information stolen from their hospital." 

Wireless ePay available for download

Wireless ePay, a USA ePay credit card processing appli-
cation, is available as a free download at Blackberry App 
World (www.blackberry.com/appworld) and Android 
Market (www.android.com/market). The application is 
compatible with any network and is available for 
Blackberry, Windows Mobile and Android phones. The 
company plans to roll out a version of Wireless ePay for 
the iPhone 3.0 later this year. 

YESPay comes to North America

YESpay International Ltd. now has an office and data 
center in Toronto. 

The office's primary goal is to help retailers adopt 
Europay, MasterCard and Visa Chip and PIN, contact-
less payment and 3D Secure Web payment standards 
without retailers having to obtain formal bank accredi-
tation or full PCI DSS approval. 

YESpay's IP-based payment processing service has been 
pre-accredited by card processors in Europe and North 
America and is Level 1 PCI DSS-certified.

PARTNERSHIPS 
Edwards goes to Warp 9

Edward's Luggage extended its contract with Warp 9 
Inc. for e-commerce. 

Michael Ware, Director of E-commerce for Edwards 
Luggage, said, "Warp 9's solution gave us more features, 
the ability to grow our business, better support and 
advice, no large capital expenditure, and low ongoing 
cost of Web site operations. The free features and new 
release upgrades keep us competitive as well."
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Heartland beefs up 

Heartland selected MicroStrategy Inc. for enhanced 
reporting and analytics for its customers. 

"After conducting an evaluation of numerous report-
ing and analysis products, we selected MicroStrategy 
because of its integrated platform, scalability for large 
volumes of data and easy-to-use reporting capabilities 
for our diverse user population," said Alan Sims, Chief 
Technology Officer for Heartland. 

The Phoenix Group signs for $6 million 

Hypercom signed a deal with The Phoenix Group 
for $6 million worth of Hypercom Optimum payment 
devices for resale. 

The Phoenix Group, a large independent POS distribu-
tor, will market the payment products to its bank and 
ISO customers across the United States. 

Merchant Data, ControlScan team

To meet its PCI DSS compliance needs, Merchant Data 
Systems Inc. has contracted with ControlScan Inc., an 
Atlanta-based compliance solution provider. 

"We are very impressed with how ControlScan's proac-
tive outreach programs help educate and engage mer-
chants through the complex PCI compliance process," 
said Merchant Data Systems President Drew Freeman. 

MerchantPro shares with One to One

One to One Leadership, a management training and 
recruitment company, entered into an agreement with 
MerchantPro Express LLC that will compensate One to 
One for profits generated by agents it trains and man-
ages for MerchantPro. 

Clients of the New York-based One to One include First 
Data Corp., Chase Paymentech Solutions LLC and RBS 
WorldPay Inc. 

NetPay's Noteworthy introduction

Noteworthy Medical Systems Inc. released the Web-
based application, NetPay. Powered by mPay Gateway 
Inc., NetPay integrates with Noteworthy's NetPracticePM 
to collect deductibles, out-of-pocket patient payments 
and co-pays at the time of service. 

John Wallace, Senior Vice President for mPay Gateway, 
said he has seen practices cut their patient payment 
receivables in half using the mPay Gateway product. 
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PDS teams with Plug'n Pay

Integrated payment provider Payment Data Systems 
Inc. finished integrating its automated clearing 
house platform with Plug'n Pay Technologies Inc.'s 
e-commerce gateway to offer an e-check service to its 
customers.

The merchant can access both services from a single 
interface.

Bling signs The State Bank 

The State Bank's La Junta, Colo., branch chose Bling 
Nation Ltd. to provide a local payment network and the 
rewards program Redi Pay Bling. 

The bank now offers Community Payments Service, a 
contactless debit network, to its individual and com-
mercial customers. 

VerifySmart signs with BetED

VerifySmart Corp. will provide VSC's VerifyGateway 
and VerifyNGo suite of services as part of a five-year 
agreement with BetED Corp., an Internet wagering pro-
vider. BetED will pay a per-transaction verification fee 
to VerifySmart for the service. 

The Charge Anywhere way

The way5000, a PCI PED-approved mobile payment 
solution, is now supported by Way Systems Inc. for 
Charge Anywhere LLC customers. With the way5000, 
merchants can go mobile while still qualifying for lower 
transaction rates.

APPOINTMENTS
New COO for MasterCard

MasterCard Worldwide has named Ajay Banga its 
President and Chief Operating Officer. He will report 
to Robert W. Selander, who is the current President and 
CEO. Selander will continue as CEO. 

Most recently, Banga served as CEO of Citigroup's Citi 
Asia Pacific. At MasterCard, he will take charge of 
essential business operations, including domestic and 
global customer relationships, markets, products, ser-
vices and marketing. 

Century snags Fadel

Century Payments Inc. named former Chief Financial
Officer of Sage Payment Solutions Inc. Christian Fadel
as its new CFO. 

"The positive momentum exhibited by Century in 
the current market makes this an ideal opportunity 
to leverage the experience I gained with both Verus 
[Payment Systems] and Sage over the last seven years," 
Fadel said. 

Fiserv names new EVP and CIO

Financial services technology provider Fiserv Inc. wel-
comed Maryann Goebel as its new Executive Vice 
President and Chief Information Officer. Goebel has 30 
years of progressive technology experience. She will 
report to Fiserv President and CEO Jeffery Yabuki. 

VocaLink taps Claire Hafner 

Claire Hafner joined VocaLink as a board member and 
CFO. Marion King, CEO for VocaLink, said Hafner's 
"extensive experience in streamlining the finance func-
tions of a company, as well as her significant board expe-
rience both in the U.K. and internationally, make her a 
valuable addition to our board." 

Riley to drive A-Claim sales 

Preferred Health Technology Inc. welcomed Sean Riley 
as its Vice President of Sales. Riley will take charge of 
nationwide sales of A-Claim, PHT's payment solution 
for the medical industry. Riley comes on board with 
33 years of payment industry experience, including a 
seven-year stint as Group Manager of Third Party Sales 
and Support at Chase Paymentech. 
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By Biff Matthews
CardWare International

C ontrary to what we might have hoped would 
happen by now, the greed and deception at the 
core of the worst recession since 1929 remains 
alive and well among publicly traded banks and 

card companies. Their entitlement stance is legendary. 
What's new is that their cupidity now threatens to kill the 
goose that laid our industry's golden egg. 

The "how" is well-known: fee structures that are, in my 
view, purposely crafted to mislead and confuse, and 
whose administration is indiscernible even by those who 
have worked in our industry for a quarter century. What 
they have done to cardholders, they also do to merchants 
on the other end of transactions. 

Today, the card companies and banks have taken a fight-
ing stance against legislation that would clarify and 
control how these fees and rates are determined. Almost 
always, there are two sides to any issue. This is the excep-
tion. A financial cabal sought to replace cash (the ultimate 

in "regulated" payment forms) with plastic as the cur-
rency of choice. They got what they wanted, so now cards, 
too, will become "regulated" currency.

Bad karma

Had they been responsible (dare I say fair-minded?) in 
their dealings, the regulation they are now lobbying so 
hard to defeat would never have seen the light of day. 

Isn't posting payments and transactions after their 
received date unethical? Isn't neglecting to post payments 
and transactions in order of receipt in favor of posting 
them to purposely create over-limit fees unethical?

In both instances, the Federal Trade Commission and 
courts found this behavior to be wrong. The same is true 
of posting checks and deposits – and "while not admitting 
guilt or wrong doing" is another way of saying banks got 
caught with their hands in the cookie jar. 

Questionable behavior

It is unfathomable for a cardholder to exceed his or her 
credit limit under a system of authorization that is lit-
erally in real-time. Cardholders are allowed – in fact, 
encouraged – to charge more and exceed their limits, so 
as to generate over-limit fees, thus driving cardholders 
further into debt. 

To say that cardholders are responsible for managing their 
accounts when they are encouraged (in fact, rewarded) to 
do otherwise in the name of profit is greed at its worst. 
Responsibility or mismanagement is a two-way street in 
these matters.

My desire is not to paint all banks with the same brush; 
however, the bad behavior shown by these institutions is 
so widespread, with consequences so serious, that I have 
chosen to speak directly. 

Somewhat surprisingly, the ire of the consumer has not 
yet rained forcefully on financial institutions, despite said 
institutions' misleading practices and misdealing. Public 
sentiment should be far more negative than it is. (Where, 
indeed, is the consumers' bailout?)

Reckless practices

Profiting royally at everyone else's expense was tolerated 
as recently as two short years ago. When times are good, 
there is far less incentive to push for change, even when 
it is desperately needed. But in today's economic envi-
ronment, such behavior is not only unconscionable; it is 
irresponsible and ultimately unsustainable. 

Greed and arrogance by the chosen few have toppled 
kingdoms andallowed the worst of dictators to ride the 

Where there's avarice, there should be ire
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wave of public unrest to power. History repeats itself when the lessons of the 
past are not applied.

We don't pay exorbitant fees to transact with cash or write checks, and there is 
a growing understanding that perhaps all that plastic isn't such a great deal for 
everyone after all. Even its greatest promise – the promise of guaranteed pay-
ment and protection for the merchant – turns out to be a cruel illusion. 

Nominal value

As I detailed in a previous column, even merchants who follow every rule can 
suffer terrible losses when they find themselves at odds with an institution 
whose only charter seems to be the collection of fees without providing value 
in return.

I have made it a hobby to ask company officials at every level what, exactly, 
the reasoning is for some of the fees paid to interchange – as well as the new 
"acquirer fees." The answers are always creative and interesting – and invari-
ably different. Neither of the major card brands provides a consistent rationale 
for interchange and associated fees. 

Surely they are doing something 
worthwhile with the $48 billion the 
National Retail Federation estimates 
they collected in 2008? 

Good grief!

According to Diamond Management 
& Technology Consultants of Chi-
cago, Ill., only 13 percent of inter-
change costs are used to cover pro-
cessing – the original stated purpose 
of the fees. Over the last two decades, 
electronic POS transactions and auto-
mated processing have drastically 
pared down processing costs. But 
the fees involved move ever higher 
regardless. 

Transaction and cardholder fees 
are clouded by smoke and mirrors 
– and where there is smoke, there 
is fire. On June 8, 2009, U.S. Rep. 
Bill Shuster, R-Pa., joined House 
Judiciary Committee Chairman John 
Conyers, D-Mich., to introduce 
House Resolution 2695, the Credit 
Card Fair Fee Act of 2009. The legis-
lation would allow merchants to col-
lectively negotiate the costs of some 
transaction fees. 

The interchange bureaucracy is a 
fiefdom whose owners profit and 
provide little of value in return. In 
nature, the technical term for that 
kind of life form is parasite. 

Perhaps we should regard inter-
change for what it is and work to 
eliminate the harm it causes the peo-
ple and institutions who actually 
work for their living. 

Biff Matthews is President of Thirteen 
Inc., the parent company of CardWare 
International, based in Heath, Ohio. He 
is one of 12 founding members of the 
Electronic Transactions Association, serv-
ing on its board, advisory board and 
committees. Call him at 740-522-2150, 
or e-mail him at biff@13-inc.com.

We don't pay exorbitant fees to transact with cash or write 
checks, and there is a growing understanding that perhaps all 

that plastic isn't such a great deal for everyone after all.  
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By Jeffrey Shavitz
Charge Cards Systems Inc. 

T he marketplace is changing daily for ISOs and 
merchant level salespeople (MLSs) as our indus-
try grows increasingly competitive. And tradi-
tional neighborhood retailers are overwhelmed 

by salespeople offering to lower their already competitive 
interchange plus pricing programs with "interchange 
negative." (I write "interchange negative" sarcastically to 
illustrate my point that ISOs are now giving away pricing 
to earn new merchant accounts). 

As for-profit companies, we deserve to earn money for 
our services, and I'm always shocked when the first ques-
tion asked to a salesperson is, How many deals do you 
write monthly? Rather, the appropriate and much more 
relevant question is, How much money are you increasing 
your monthly residual by? After all, profit and earnings 
should be our mutual goal. 

Reaching for risk

Opportunities still exist to earn a fair and significant 

residual income in our industry. However, given the 
current market conditions, I suggest salespeople target-
ing traditional merchant accounts consider devoting a 
portion of their time to prospecting hard-to-place or, as 
they're commonly known, high-risk merchants as well. 
These merchants cover a variety of industries: travel, debt 
collection, furniture, telemarketing, start-up, MO/TO, 
loan modification, adult, nutraceuticals and many others. 

Changing standards

Plus, in today's economy, owners of small businesses with 
average credit and Fair Isaac Corp. scores, as well as busi-
ness owners who recently declared bankruptcy and are 
now starting new businesses (retail, MO/TO or Internet) 
may be considered high-risk due to their questionable 
credit. Merchants who were considered sound and would 
have been approved for conventional merchant accounts 
just a few years ago now fall into this high-risk category. 
Furthermore, most traditional processors and banks do 
not have the underwriting background, risk management 
capacity and business philosophy to accept these types of 
merchant accounts. 

The value to an ISO or MLS is that profit margins for 
high-risk accounts are significantly greater than with 
merchants in the retail arena. A greater risk factor – due 
to chargebacks, higher returns and increased attrition – 
allows agents to charge higher rates and thus earn whole 
points versus basis points. 

Expanding profits

Certainly, I do not recommend that ISOs and MLSs who 
are concentrating on brick-and-mortar and traditional 
MO/TO accounts abandon these industries; however, I 
encourage them to consider spending 10 to 15 percent of 
their time prospecting to the hard-to-place merchant base 
and placing them with a processing partner experienced 
in these types of accounts. 

Why? Because if they are fortunate to earn an account, 
it can yield the profits of 10 to 20 conventional accounts. 
A distinct vocabulary accompanies this industry space: 
Terms like rolling reserves, chargeback protection, e-wal-
lets, redundancy, aggregation, coded accounts and cas-
cading accounts are just some of many.

It's a different culture, but I believe there is a great 
opportunity in the next five to 10 years to continue 
generating significant business and residuals in the hard-
to-place arena. 

Jeffrey Shavitz, a member of the Green Sheet Advisory Board, 
is one of the founders of Charge Cards Systems Inc. He can be 
reached at 800-878-4100 or jshavitz@chargecardsystems.com.

Hard-to-place merchants: 
An untapped opportunity
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Pulling the PIN 
on older systems
By Scott Henry
VeriFone

T he compliance clock is ticking. It is estimated that 
more than 500,000 PIN entry devices (PEDs) that 
predate security certifications are in use in the 
U.S. market. These devices predate the Visa Inc. 

PED standard – now the Payment Card Industry (PCI) 
PED Standard – and were "never approved" by the card 
brands, which have mandated they must be removed 
from service by July 2010. Are you ready for that chal-
lenge and opportunity?

Liability landing

Criminals are increasingly targeting older, unsecure PIN 
pads and terminals as a relatively easy means to gain 
access to cardholder data. The liability for these attacks is 
being placed with greater frequency squarely at the feet of 
merchants and acquirers. 

The 2009 Verizon Business Data Breach Investigations 
Report examined 98 confirmed data breaches that compro-

mised almost 300 million consumer records. Of the organi-
zations victimized, 81 percent were not PCI Data Security 
Standard compliant, according to Verizon Business.

PINs beguiling

While many of these breaches had nothing to do with PIN 
pad compromises, obtaining PINs by exploiting vulner-
able elements of computer networks is now the primary 
game in town for a number of criminal organizations.

Offending breaches range from highly sophisticated com-
puter networking assaults to crude efforts that might be 
equated to "smash and grab" attacks in which criminals 
simply replace an existing terminal with a device that 
appears identical but has been bugged.

For example, according to The News Journal of Delaware, 
two men pled guilty in February 2009 to using a skim-
mer at the counter of a Rite Aid Corp. store to scoop up 
account numbers and PINs and use them to make coun-
terfeit cards, with which they stole more than $500,000 
from bank accounts.

Standards strengthening

The payments industry has long recognized the need to 
stay ahead of scofflaws by requiring ever more secure 
procedures and devices to protect PINs, making it dif-
ficult to tamper with devices and ensuring merchants 
and acquirers are quickly alerted to tampering when 
it occurs. 

In 2004, Visa mandated that new installations connecting 
to its payment network be certified as meeting a series of 
requirements it had set forth for PEDs – which became 
known as the Visa PED standard.

Later in 2004, Visa and MasterCard Worldwide agreed to 
align their separate PED requirements into an industry-
wide standard, which subsequently became known as the 
PCI PED standard. 

In 2006, the PCI Security Standards Council (SSC) was 
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formed by the major card brands to oversee security 
standards; in April 2007, Visa, MasterCard and JCB 
International Co. Ltd. formally transferred responsibility 
for PCI PED to the council, providing a more formal struc-
ture for future development of PED requirements. 

Confusion clearing

The evolution of PED standards has been a source of 
confusion to merchants, and to enhance understanding of 
these standards and their impact, it is helpful to catego-
rize PEDs into three classes:

1.  Devices that were never certified as conforming to 
the Visa PED. These are commonly referred to as 
"never approved" or "pre-Visa PED" and must be 
removed from service by July 1, 2010.

2.  Devices that were certified to the Visa PED but not 
to the PCI PED. Among other things, this means 
they are capable of using Triple DES (often referred 
to as TDES or 3DES) encryption. As of Dec. 31, 2007, 
they could no longer be newly deployed.

3.  Devices that meet the newer PCI PED requirements. 
These are the only systems approved for deploy-
ment as of Jan. 1, 2008.

Prior to 2004, PEDs were governed by minimal standards. 
Generally, the only things required were protection of 
the master keys and key encryption schemes, as well as 
proper software operation of the devices. Validation of 
software requirements and tamper prevention and detec-
tion were left to individual manufacturers.

As stated in the preceding numbered points, the card 
brands mandated that, as of Dec. 31, 2007, acquirers and 
merchants deploy PCI PED-approved devices only. 

And they set July 1, 2010, as the date by which unap-
proved devices must be removed from service. No such 
sunset date has been set for pre-PCI devices, although 
they can no longer be installed except as replacements for 
PIN pads that are already in place. 

Sanctions coming

Although Visa has indicated it won't strictly enforce 
penalties against noncompliant organizations until 2012, 
acquirers have the ability to penalize merchants once the 
July 1, 2010, cutoff arrives. 

There are several reasons to take this seriously and not 
postpone helping merchants replace devices that are now 
or soon will be obsolete:

•  In 2007, Visa mandated that acquirers submit plans 
to identify security risks for smaller merchants 
(whom it classifies as Level 4) and to apply "target-
ed compliance measures to merchant subgroups."

•  While Visa may not proactively level fines before 
2012, acquirers will still be liable for any breaches 
where noncompliant devices are used after July 1, 
2010. They in turn may fine ISOs that are support-
ing noncompliant merchants. Those ISOs may levy 
some or all of that cost on merchants.

•  Acquirers may implement more aggressive compli-
ance schedules than those mandated by Visa and 
the PCI SSC.

•  Acquirers bringing new merchants on board must 
ensure they are compliant now.

Opportunities rising

Many merchants are unaware of or confused about target 
dates for implementation of PCI PED-approved devices. 
Many may be tempted to put off PIN pad upgrades to 
some future time. 

Educating them on the facts behind the compliance effort 
and the perils of delay presents a great opportunity to up-
sell with new technologies such as Internet protocol and 
wireless, as well as value-added applications to which 
newer systems are better suited. 

Scott Henry is Director, North America Product Marketing, for 
VeriFone. He can be contacted at scott_henry@verifone.com.
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Vertical market 
virtues – Part I

E stablishing a niche in one or more vertical mar-
kets is said to be an excellent way for an ISO or 
merchant level salesperson (MLS) to expand a 
merchant portfolio during any type of economy. 

We thought it would be valuable to seek perspectives on 
this topic from our esteemed advisory board. Thus, we 
asked them to answer the following questions:

1.  What are the pros and cons of pursuing vertical 
markets as opposed to being more of a generalist?

 
2.  How do you evaluate which markets are best to

pursue during an economic downturn? What fac-
tors do you consider in determining which markets 
are worth pursuing? Which verticals do you think 
are hot right now?

3.  Which vertical markets does your company pursue 
right now? Why did you choose these types of busi-
nesses, and which ones have brought you the great-
est success? Are there other markets you have your 
eye on for the near future? Have you ever met with 
failure in attempting to break into a market you 
thought would be ideal? 

4.  What advice do you have for MLSs who want to 
break into new verticals? Are there certain things 
they absolutely should and shouldn't do?

This article contains the first portion of their responses. 
The remaining responses will be published in The Green 
Sheet, July 27, 2009, issue 09:07:02.

Adam Atlas
Attorney at Law

1. Focusing on a specific vertical is a common method 
of achieving success in our industry. In focusing on one 
type of merchant, a sales organization is able to tailor 
its pricing, sales methods and service to that type of 
merchant. 

The sales organization can also achieve a certain reputa-
tion and momentum within the vertical by attending 
tradeshows, advising the trade association and net-

working with organizers within the community of mer-
chants. A single vertical also allows the sales organiza-
tion to compete effectively against generalists who have 
no particular knowledge or value added to the specific 
kind of merchant. 

On the down side, selling into one vertical makes for an 
unbalanced portfolio and exposes the portfolio of mer-
chants to excessive ups and downs of a single industry. 
Many of the most valuable sales organizations I have 
seen draw on a variety of merchants to build their port-
folios. However, they may have offices that focus on a 
single vertical as part of a larger aggregated portfolio.

2. One market that might be worth looking at is people 
who are starting businesses because they lost their jobs. 
Many of these businesses will fail, but if you can iden-
tify and properly underwrite the promising ones, there 
might be an opportunity for you. Low-ticket merchants 
are probably a better bet these days than high-ticket 
merchants.

3. This question does not apply to me; I am not a sales 
office.

4. One way into a new vertical is to start by closing one 
or two accounts; then study the business through those 
accounts. You might even use a merchant in the vertical 
as an agent to refer other accounts in the same vertical. 
Study the marketplace. There is a wealth of information 
on the Internet on each vertical – including government 
statistics that might help you define your sales target.

Sam Chanin
Tribul Merchant Services LLC

1. More than ever before we're finding market exper-
tise matters. Merchants are relating to ISOs that really 
understand their business issues rather than salespeople 
whose knowledge is mostly about the services and 
products being offered. 

Whether it's helping the merchant better compete or 
simply to stay alive in the troubled economy, the highest 
performing salespeople seem to be those who are really 
tuned in to their (prospective) customer base. 

Recognizing this trend, we've expanded the classic 
definition of vertical markets beyond the traditional SIC 
[standard industrial classification] code to include other 
demographic data. Convinced this market is currently 
being driven by in-depth understanding of a merchant's 
business, I'm still not entirely sure if it will stay this way 
once the economy rebounds. 

So while we are encouraging our sales professionals to 
become vertically focused, we are also cautioning them 
against becoming too narrowly focused.

2. An economic downturn tends to be the best reminder 
that fundamentals always rule. Sometimes we lose sight 
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of that when things are going well. One 
of the sales fundamentals is prospects will 
always become customers and customers 
will always become long-term clients when 
there is a compelling need that is met by the 
sales organization. 

To be compelling the offering has to be 
relevant to a merchant's current and anticipated future 
business situation, as well as superbly and consistently 
delivered through service execution. Given this view, 
the best markets are those that are either underserved or 
where there is intense pressure to get better results.

We're experiencing a great deal of growth in our busi-
ness-to-business segment, something we hadn't really 
emphasized until rather recently. Before entering or 
expanding in any sector, we do direct and indirect 
market analysis, consider the cost of capital and pro-
jected return, construct a game plan and then execute it 
through Tribul's sales executives.

3. Tribul has an excellent and deep research team (we 
consider this to be one of our greatest company assets 
and competitive advantages) and they are constantly 
evaluating market opportunities. We have several high-
potential segments in pre-launch or initial launch stages 

right now. We're not afraid to try new things, especially 
when there are strong analytics, but clearly not every 
vertical strategy has generated the ROI [return on 
investment] we were looking for. However, even verti-
cals we've abandoned have been helpful, so I can't call 
any of these initiatives failures.

4. Knowledge, excellent listening skills and market 
empathy comprise the critical success factors for any 
vertical approach in my view.

Matt Golis
YapStone Inc.

1. Pursuing vertical markets allows specialization so 
you can differentiate yourself from others in the indus-
try. The business needs of that vertical may require a 
specific solution or understanding of software integra-
tion, which does create an additional responsibility from 
a merchant support standpoint. 

As a generalist, you face more competition for tradition-
al merchants, but there are more opportunities to close 
business. It also gives you a hedge if the economy turns 
sour on the vertical markets where you have previously 
found traction.
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2. We focus on very specific markets where 
we can apply a technology-differentiated 
solution that will not require a new invest-
ment by the merchant. We evaluate markets 
by size, fragmentation and how antiquated 
the existing method of card acceptance is 
for the merchant. 

What is "hot" varies by geography and demographics 
– certain industries have proven to have more demand 
than others in different parts of the country.

3. YapStone has made its name as a leader in processing 
for property management companies. We have expand-
ed in various real estate-related markets, but property 
management has been our core market for the past 10 
years. As large a market as property management is (as 
a vertical), it took seven years to fully build out our tech-
nology platform and establishing credibility with clients 
to reach profitability. 

Successful selling into a vertical does not happen 
quickly; it requires understanding the merchant's busi-
ness needs, and at times it is their first time accepting 
electronic payments. Certain verticals have proven to be 
more difficult because the sales cycle can take multiple 
years, layers of bureaucracy and education to prove the 

viability of transitioning to electronic payments from 
paper-based methods.

4. Breaking into new verticals is a full-time commitment. 
As an ISO, you need to decide if you are 100 percent 
vertically focused or if you want to go with the general-
ist approach (it is hard to just spend a portion of your 
time on a vertical and add new merchants consistently 
in that vertical).  

Since many verticals require much more than simply a 
card-swipe terminal, understanding the reporting and 
accounting software integration requirements is para-
mount to giving the client what they are looking for in 
a processor. 

Vertically focused sales can become more like enterprise, 
software-type sales calls where an MLS has to know 
all the technologies and accounting needs of a market 
instead of just deploying a card-present terminal or pay-
ment gateway.

Curt Hensley
CSH Consulting Inc.

1. As you get to know a specific vertical better, you 
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know more of the problems and issues that come up for those 
merchants. Merchants really appreciate that specific knowledge, 
and it usually makes the deal easier to close because the mer-
chant believes that they will get better, more specialized service 
from you. We've got clients that do very different verticals, like 
merchants of a specific ethnicity or culture. This can be very 
effective, as well, for many of the same reasons. The cons are that 
you can put a ceiling on the number of merchants you can go 

after if you specialize in a vertical.

2. Going after verticals that are booming during downturns or at least unaf-

fected seems to be the best way 
to go. The most important factors 
are the margins you can get and 
the final profitability on deals in 
that vertical. Companies like col-
lection agencies, specific medical 
niches, insurance and credit res-
toration companies are some that 
we are seeing do very well in this 
economic downturn.

3. As a recruiting firm our niche 
is merchant services organizations. 
It's a strong, growing industry 
whose growth has proven to be 
recession proof. We're looking at 
other related financial services mar-
kets that are as healthy as merchant 
services. We've never met with fail-
ure to this point.

4. Go with a vertical whose bottom-
line is very healthy. Look for areas 
where you can add much more 
value by focusing on that particular 
vertical.

Lisa Shipley
Ingenico

1. Pros: There are a lot of mer-
chants/customers out there look-
ing for the right solution just hop-
ing for that right knock on the door. 
The opportunities in health care, 
pay at the table, unattended trans-
actions and so forth are huge. 

The difficulty in pursuing these 
markets is twofold. First, find the 
right hardware solutions and part-
ner with the right POS vendor for 
these solutions. Second, spend the 
time to learn the new payment 
solutions, and partner with compa-
nies that can help you gain entrance 
into these markets.

2. Health care is hot. They are feel-
ing the pressure from the economy, 
as like the retail channel, and there 
are budgets here to be tapped. Also, 
security is the top concern for all 
major retailers. While hardware 
budgets may be tight, security bud-
gets are overflowing. Target this 
market with "security" solutions 
at the POS, and you will hit a 
home run. 
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NEWS
Prepaid diversity 
weathers economic slump

All 33 segments of the prepaid market operate in a sig-
nificantly different environment. As a result, each faces 
unique circumstances. But a new report from Mercator 
Advisory Group, The Resilient Nature of Prepaid: A 
Bright Spot in a Down Economy, found that 18 of the 33 
segments will see positive growth, seven are likely to 
see negative growth and eight will either be neutral or 
too difficult to assess. 

The report said that open-loop gift cards are perform-
ing better in 2009 than in previous years. The digital 
content, online games and prepaid handsets segments 
have all done well despite the recession. Highlights of 
the report include a review of spending on credit and 
debit cards, shifts in spending habits and new consumer 
behaviors related to prepaid purchases. 

Prepaid malls continue to be a bright spot in the market. 
Retail stores nationwide have reported sales volume 
down by as much as 30 percent, but gift card sales were 
only off approximately 6 percent compared to 2008 
totals. Transit has also seen tremendous growth, primar-
ily due to increased fuel costs. 

"It is understandable that many have focused on the 
challenges facing the prepaid industry solely on the 
downturn in consumer purchases, but to do this shows 
a lack of awareness regarding the power of channel 
development," said Tim Sloane, Vice President of Client 
Services and Director of Mercator's Prepaid Advisory 
Service. 

"Any sales channel can become saturated, but a growing 
number of leading merchants are now recognizing the 
critical need to establish gift cards that will be highly 
differentiated within each channel to experience the 
highest potential for growth," Sloane added. 

Prepaid to help in economic recovery

A TowerGroup report entitled, After Boom and Bust: 

Navigating the Credit Card Industry into the Next 
Economic Cycle, concludes that business models for 
predicting changes in behavior and economic stress 
failed to protect credit card issuers from the recession 
that began in 2008, and their business assumptions are 
untested for the economy that will ensue.

The report said that, although the credit card model is 
under stress, the payments industry continues to flour-
ish in the prepaid and debit card arenas – the transaction 
products into which card issuers should channel risky 
accounts. Because of its size, with nearly $1 trillion in 
revolving credit, the industry will take time to change 
its business model, but it is essential to begin planning 
for the recovery phase of the economic cycle, the report 
said. Topics covered in the report include:

• Historical background and risks today
• The evolving credit card acquisition strategy model
• The future of revolving credit as products evolve
• Account segments and sorting the customer base

Vesta reports top-up strategy profitable

Payment solutions firm Vesta Corp. released the results 
of an independent research study conducted by telecom 
consultancy Northstream AB indicating how an effec-
tive prepaid top-up (reload) strategy can deliver sig-
nificant value to the prepaid mobile market. The study, 
based on mobile phone operator interviews, showed 
implementation of a direct operator top-up strategy can 
bring double digit revenue gains and reduced costs. 

Direct operator top-up channels include those that 
rely on electronic transactions outside retail environ-
ments, such as the operator's Web site, interactive voice 
response systems and handset applications. 

The research indicates that advantages of the direct 
operator prepaid top-up strategy include improved per-
formance metrics and customer relationship manage-
ment capabilities, as well as lower costs. Direct handset 
top-up also has the ability to remove the fragmentation 
and complexity impacting mobile payment services and 
drive new revenue streams for operators. 

ANNOUNCEMENTS
Ezic steps up with Stepdown

Digital payment solutions firm Ezic Inc. added 
Stepdown Rebilling features to its recurring billing 
system. Stepdown enables merchants to automatically 
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retry declined recurring billing transactions for dis-
counted amounts. 

With Stepdown, merchants choose the number of retries 
for each transaction, the frequency of retries and the 
discount amount attempted for each consecutive retry. 
Discounts are determined by the merchant on a percent-
age or fixed dollar amount.

CoreCard to provide 'fast' solution 

Prepaid and credit card processing technology com-
pany CoreCard Software now offers CoreIssue-Fleet 
and CoreAcquire-Fleet to provide its customers with 
customized, cost-effective solutions for electronic pro-
cessing. The Fleet solutions give acquirers, issuers, and 
processors worldwide advanced, real-time technology 
for end-to-end fleet card management, according to 
CoreCard.

iPayStation experiences Dejavoo

Prepaid and postpaid solutions company iPayStation 
LLC released version 1.1 of its terminal software for 
the new Linux-based terminal series from Dejavoo 
Systems. Dejavoo connects iPayStation terminals to the 
back office for real-time reporting, new services, and 
terminal or simple message service messages. 

Metavante repowers 
reloadable prepaid cards

Prepaid and debit card solutions provider Metavante 
Technologies Ltd. implemented MasterCard rePower, 
the European POS reload service for MasterCard Europe 
and Maestro prepaid cards.

Mi-Pay data center goes green

Mobile money company Mi-Pay was certified by the 
International Tree Foundation as part of a carbon emis-
sion offsetting initiative sponsored by its hosting servic-
es provider Rackspace. Mi-Pay's centralized data center 
is now carbon neutral, reflecting Mi-Pay's increasing 
desire for environmentally conscious solutions.

GO-Tag gets going

Convenience store operator Sheetz Inc. reported it will 
offer First Data Corp.'s GO-Tag payment technology 
solution to allow its consumers to make purchases by 
tapping stickers on contactless readers. Sheetz said it 
will offer GO-Tags at all of its 350 locations across the 
United States by the end of July 2009.

One 'underbanked' World Card

One World Ventures Inc. released the One World 
Prepaid Card, a Visa Inc. and MasterCard Worldwide 
remittance solution for emerging markets. 

One World's objective is to serve the underbanked by 

providing prepaid solutions that enable the same ben-
efits belonging to credit and debit card holders.

PreCash's Chaney receives top honors

Prepaid debit card and payment solutions provider 
PreCash Inc. reported that its Chairman and Chief 
Executive Officer John Chaney received the Ernst & 
Young Global Ltd.'s Entrepreneur of the Year Award in 
the financial services category in the Houston and Gulf 
Coast area. Chaney, selected by an independent panel of 
judges, is now eligible for the national Entrepreneur of 
the Year award.

TransCard takes Pulse farther

Prepaid debit card provider TransCard LLC has inte-
grated Discover Financial Service's Pulse network to 
provide its cardholders with more places to use prepaid 
cards. The Pulse ATM and debit network comprises 
more than 289,000 ATMs and POS terminals; it is report-
edly used by more than 4,500 financial institutions 
across the United States.

TSYS, Toyota team at Tressa

Payment processor TSYS extended its agreement with 
Toyota Finance Inc. to include prepaid card payment 
and processing services. Toyota's Tressa Style Card Plus 
is a rewards card that can facilitate transactions as either 
prepaid or QUICPay contactless card payments. The 
card will be issued to consumers at the Tressa Yokohama 
shopping mall in Yokohama City, Japan.

VIPGift gateways get Level 1 certified

Prepaid solutions provider VIPGift LLC received Level 
1 Payment Card Industry (PCI) Data Security Standard 
(DSS) certification for its loyalty and incentive pro-
grams, as well as its payment gateways. Visa also desig-
nated the VIPGift as a Cardholder Information Security 
Program PCI DSS service provider.

Western Union broadens global reach

The Western Union Co. launched the Digital Vendor 
Program to extend the accessibility of Western Union 
Money Transfer services to mobile finance initiatives 
in Latin America, Africa, the Middle East and Asia. 
The first providers to join the certification program are 
four mobile platform providers: South-Africa-based 
Fundamo Pty Ltd., India-based mChek India Payment 
Systems Pvt. Ltd., U.S.-based Sybase 365 and Singapore-
based Utiba Pte Ltd.

PARTNERSHIPS
Work release inmates go cashless

Continental Prison Systems Inc., a provider of EZ-
Card & Kiosk technology for cashless solutions in jails, 
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formed an alliance with FSH Telecom to install three 
kiosks and implement the EZ Release Card at the Pima 
County Jail in Tucson, Ariz. The kiosks, intended to pro-
vide work-release inmates with prepaid cards instead 
of cash, can accept and load employers' checks, money 
orders, credit and debit transactions, and cash. 

Metavante, FNB alliance a smartOne

Metavante Corp. reported that the smartOne Prepaid 
Solutions division of First National Bank of Omaha 
renewed its card processing agreement. The smartOne 
portfolio includes payroll, reward and incentive, and 
corporate disbursement (travel expenses and relocation 
funds) prepaid cards.

Romanians Rev up with new card

Bucharest, Romania-based Raiffeisen Bank and 
RêvEurope launched the Raiffeisen Bank Visa Prepaid 
Card – reportedly the first prepaid debit card on the 
Romanian market issued by a bank  and the only 
prepaid card that enables Romanians to send money 
domestically from their mobile phones. Customers can 
make purchases with the card anywhere Visa debit 
cards are accepted, withdraw cash from ATMs, and send 
money domestically to friends and family. In other news, 
RêvEurope was recognized by Cards International as 
the "most promising new entrant" for its underbanked 
card and payment solutions.

Travelex, UC Card introduce DCC

Foreign exchange services company Travelex Ltd. 
launched its dynamic currency conversion (DCC) tech-
nology, Currency Select, in Japan in conjunction with 
UC Card Co. Ltd. This is said to be the first time DCC 
has been available in Japan.

A horse of a prepaid color

Online horse racing and betting Web company Youbet.
com Inc. signed an agreement with Green Dot Corp. 
to enable its customers to go into one of 50,000 retail 
locations in the United States and convert physical cash 
into electronic cash using a MoneyPak reloadable pre-
paid card. Funds from the card can then be transferred 
directly into an existing Youbet Express account on the 
Youbet ADW (advance deposit wagering) platform.

Partnership provides mobile 
platform for debit, prepaid

Mobile debit card solutions company Veritec Inc. said 
its subsidiary Veritec Financial Systems Inc. entered 
into a license and maintenance agreement for its mobile 
banking and payment platform with Security First 
Bank of Fresno, Calif. Security First Bank will issue 
debit and prepaid cards on VTFS' platform; additionally, 
VTFS will provide back-end card processing services to 
the bank for all cardholder transactions.

APPOINTMENTS
Bobenhouse heads new Total Card division

Third-party credit card services provider Total Card 
Inc., in partnership with R&P Group Executive Search 
Firm, added Doug Bobenhouse to Total Card's staff as 
Director of the newly formed Prepaid and Debit Card 
division. Bobenhouse's responsibilities include new 
product development, company branding and the devel-
opment of incentive, loyalty and rewards programs. 

New VP to focus on U.S. banking channel

Western Union named John T. Brennan as its new Vice 
President, Business Development, The Americas, to 
focus on the U.S. banking channel. Brennan brings 25 
years of experience in developing banking products and 
services in the payments industry.

Savard joins FSV Payment Services board

Prepaid card program management and processing 
services provider FSV Payment Services Inc. appointed 
Richard "Rick" Savard to the company's board of direc-
tors. From 2004 to 2008, Savard served as NetSpend 
Corp.'s CEO.  

Cabbies moved 
to plastic 

A ccording to Wikipedia, approximately 1,381 
licensed cabs roam the streets of San Francisco. 
Yellow Cab Cooperative of San Francisco oper-
ates 500 of them, said Jim Gillespie, Assistant 

Manager at the company. After working 10-hour shifts, 
cabbies return to the co-op with cash and credit card 
receipts for settlement. Traditionally, cabbies have been 
reimbursed with cash. But that is now changing.

In January 2009, the co-op's cabbies began getting a large 
portion of their pay loaded on smartOne Visa Inc. Pay 
Cards. The payroll card solution reduces the amount of 
cash cabbies carry after they end their shifts. Because the 
cards are open-loop and Visa-branded, cabbies can with-
draw cash from ATMs or make purchases anywhere Visa 
debit cards are accepted. 

And, if lost or stolen, the cards can be replaced with no 
funds lost, since the deposits are insured by the Federal 
Deposit Insurance Corp. 
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The efficiency engine

The main reason the co-op implemented the program was 
to streamline operations. According to Gillespie, the co-
op would have to withdraw tens of thousands of dollars 
daily from the bank and keep it on hand for when cabbies 
ended their shifts.

But Gillespie said the co-op – the largest taxi service in 
San Francisco – takes in $2 million in credit card transac-
tions a month. Often enough to make it a burden, the co-
op would run out of cash for the cabbies on a given day, 
he said. 

Thus, the co-op partnered with First National Merchant 
Solutions, a division of First National Bank of Omaha, 
with whom the cab company had an existing relationship, 
to develop the payroll card program.

Scott McCormack, Vice President of Prepaid Solutions at 
FNMS, characterized the need for a solution in techno-
logical terms. 

"Having to run the algorithm on the back-side of their 
software and then distributing cash back to those people 
– that was just a cumbersome process," he said. "We 
implemented a payroll card solution to essentially get 
them out of the need to go get that much cash.

"They still run that algorithm, but they do an immediate 
distribution of funds to the person's payroll card."

McCormack said the company settles accounts daily 
using the automated clearing house system. "They don't 
have to staff nearly as much, and they're really trying to 
move toward 100 percent electronic," he said. "And this is 
really helping them get a lot more efficient."

The payroll card program has "made it much easier for us 
to manage our business," Gillespie said.

Unbanked in-service

A majority of the co-op's cabbies are recent or fairly recent 
immigrants to the United States, Gillespie noted. They 
come from places like the Middle East and Latin America. 
McCormack said a majority of cabbies nationwide are 
likely to be unbanked and could benefit from payroll 
cards.

According to Gillespie, the co-op's cabbies were initially 
reluctant to change how they received their wages. It was 
just a matter of educating the cabbies on the benefits of 
the cards, however, and now a majority of the drivers are 
using them, he added.

As the program manager, FNMS facilitates the enrollment 
and fulfillment processes. FNMS does its own card pro-
duction, so the turn-around time between when a cabbie 
signs up and when he or she is mailed the payroll card is 

three to seven days, McCormack noted. Metavante Corp. 
handles the authorization function for the program, with 
FNMS handling everything else.

FNMS is working on additional program features to 
give cardholders the ability to pay bills online and make 
card-to-card money transfers within the United States, 
McCormack said.

While McCormack did not provide an estimate as to the 
potential size of the market for payroll cards for cabbies, 
he said "it can be very big." Since cab companies are oper-
ated more like franchises from city to city, McCormack 
said direct relationships must be set up with each com-
pany in each city. 

'Obolize' that card

M ost teenagers are out of school for the 
summer, but financial literacy should be 
an ongoing process. Given the state of the 
economy, it is incumbent on parents to 

teach their sons and daughters how to manage money. 
One selling point of prepaid cards to consumers is that 
they can be used as educational tools. 

Money payment specialist Obopay hopes to capitalize on 
that benefit with its Obopay Family Prepaid MasterCard. 
Issued by The Bancorp Bank, it is considered a teen card, 
designed for youth at least 13 years old. 

Because it is an open-loop, MasterCard Worldwide-
branded card, teens can use it for in-store, online or over-
the-phone purchases anywhere MasterCard is accepted.

In addition, money can be loaded onto the card using 
Obopay's mobile application, text message, mobile Web 
or via Obopay's Web site. 

O-bundance

But Obopay sees the card as more than simply a conve-
nient payment method for teens without access to bank 
accounts because of what Michael Diamond, Senior Vice 
President of Product Development at Obopay, calls the 
card's Family Money capability.

"We're putting what we call a sponsored prepaid card into 
the hands of 13- to 21-year-olds, and then that prepaid 
card is linked to a sponsor," he said. 

"So, in the case of my two teenage daughters, those cards 
are tied to my Obopay account. … I can send them money 
no matter where they are, no matter where I am, with my 
mobile phone to their mobile phone."

Therefore, parents can load allowances on the card and 
monitor their children's spending, since all transactions 
are revealed on the parents' sponsor accounts. 
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Diamond said the card is ideal to get money where it 
needs to go in emergency situations, as well as for more 
minor inconveniences.

"As an example, I went shopping with one of my daugh-
ters a couple of weeks ago, and I forgot my wallet," 
Diamond said. "And so we're in the check-out line, and 
we bought $50 worth of something. 

"So I quickly sent her $55 with my mobile phone. In a few 
seconds those funds were available, and she handed over 
her card with her name on it to the cashier. And we paid 
for our stuff and moved on."

O-biquity

Diamond said Obopay is driving MasterCard's person-
to-person mobile money transfer service in the United 
States. Obopay has seen interest from prepaid card pro-
gram providers concerning the card's capabilities. 

Within Obopay, the term 'Obolize' has sprung up to define 
the desire among other providers to incorporate similar 
features into their services, he said.

The 2008 BCG/PSE Prepaid Study commissioned by 
MasterCard reports that the "financial inclusion" market 
– a combination of teen and campus cards – could amount 
to $40 billion by 2015. 

Gift card legal 
perils – Part 1

A t Prepaid Day held during the Electronic 
Transactions Association's 2009 Conference 
& Expo, JiJi Park, Partner at the law firm 
of Pillsbury, Winthrop, Shaw, Pittman LLP, 

advised gift card program providers how to avoid get-
ting sued. Her basic mantra: follow the law. But evidently 
that's harder said than done.

A main problem is that laws regulating gift cards vary 
widely from state to state. According to Park, some states 
limit or prohibit altogether the imposition of service, non-
use, handling, activation, maintenance or dormancy fees.

Coast to coast

"In New York you may have a service fee on any card 
unless that card remains dormant for 12 months, and 
those [fees] must be conspicuously stated on the card 
itself," she said. "They cannot be on a separate terms and 
conditions on the Web site. It has to be on the card."

In California, the regulations might be the most exacting 
in the nation. Park outlined the five requirements that 
must be in play for service fees to be assessed:

1. The remaining value on the card is less than $5.
2. The fee does not exceed $1 per month.
3. There has been no activity on the card for 24 consecu-

tive months.
4. The cardholder may reload the card.
5. A statement is printed on the card (in 10-point font) 

stating the fee amount, how often it is assessed, that 
inactivity triggers the fee and at what point the fee 
is charged.

Pillsbury's presentation focused on California because 
it became the first state to enact gift card legislation in 
January 1997. California is therefore seen as a trendsetter 
in the gift card arena. But that moniker does not neces-
sarily translate into statewide compliance. "We have run 
across very few cards that have qualified [with] these 
requirements," Park said.

Terms and conditions

Park stressed that gift card providers must follow the let-
ter of the law when it comes to informing consumers of 
the terms and conditions of gift cards. "It is very impor-
tant that the purchaser get clear and conspicuous notice," 
she said.

But that, too, can be tricky given the variance of such rules 
from state to state. Some states require that all terms and 
conditions be stated on the cards, and in a mandated 10-
point font size, Park said. 

Additionally, proposed state legislation would require 
gift card sellers to provide consumers with written state-
ments, post signs with the terms and conditions, print 
that information on receipts or allow it to be accessed via 
the Internet or a toll-free phone service, Park said.

Compliance with state unclaimed property laws can also 
be a tangled jungle, according to Park. In the gift card 
realm, unclaimed property means the unused balances 
left on cards; state escheat laws dictate how those balances 
– billions of dollars annually in aggregate – are treated.

With so much money at stake, gift card providers are 
under increasing scrutiny to follow guidelines on how 
those funds are handled. "If you do Internet sales or you 
ship cards to someone, you're going to have that record," 
Park said. "You can't destroy that record once you have 
it just to get out of your unclaimed property obligations."

Due to noncompliance unearthed by accounting firms, 
public companies have had to restate their financial 
reports, she added. "That is something that you do not 
want to have to do," she said.

In the next edition of SellingPrepaid E-Magazine, Daveed A. 
Schwartz, Attorney at Pillsbury, delves into the hazards to 
avoid when implementing gift card programs.  
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A s long as paper checks are 
in use, some, inevitably, 
will bounce. Depending 
on the face value of those 

checks, a merchant's cash flow can 
be affected. And tracking down peo-
ple who write bad checks can be a 
drain on a company's resources. 

Harry Johnson, President of Money 
Transfer Systems Inc. and 20-year 
payments industry veteran, was one 
of the original technology provid-
ers to Chase Paymentech LLC. "We 
saw an opening in both automated 
clearing house [ACH] and electronic 
check recovery," he said, adding that 
those products promised healthy 
margins and high residuals in a 
largely untapped market.

Money Transfer Systems created a 
separate Web site for its check recov-
ery arm, checXchange. "We separate 
them because people tend to get 
them confused," Johnson said. "We 
really brand this product a lot under 
other resellers and financial institu-
tions, so the brand is checXchange."  

How it works

When a deposited check shows 
insufficient funds, standard banking 
procedure is to try only one more 
time to make the deposit. When a 
check is converted to an electronic 
version, it can be submitted three 
times, Johnson said. 

He added that electronic items are 
first in the submission queue. In 
addition, checXchange gauges the 
best time to resubmit the check, 
based on when the account is most 
likely to have sufficient funds.

Many people are paid on Friday or at 
the beginning, middle or end of the 
month, making those the best times 
to resubmit. "By pinpointing or stra-
tegically timing when we're going 

to re-present that item, moving to 
the front of the line, and getting a 
second try, that's how we achieve 80 
to 85 percent recovery for the mer-
chant," Johnson said. The merchant 
isn't charged for the recovery, and 
checXchange pays the merchant the 
face value of all checks recovered. 

With full online reporting, merchants 
can view all checks, front and back, 
that are in the recovery process, as 
well as the current status of each 
one. For checks that are not recov-
ered by resubmitting, checXchange 
offers two options: Merchants can 
either take checks back and pursue 
other recovery options independent-
ly, or they can forward checks direct-
ly from checXchange to a secondary 
collections agency. 

An easy sell

CheckXchange relies on the ISO 
channel to sell its check recovery 
program. Johnson said the ease of 
setup and enrollment attracts ISOs 
to the product – which compliments 
credit card and ACH products. He 
refers to the simple, one-page enroll-
ment form as the "crayon form." 

A copy is faxed to the bank by the 
merchant and to checXchange by the 
merchant level salesperson (MLS). 

The form tells the bank to forward 
bad checks to checXchange. When 
checXchange receives the applica-
tion, its system enters the check and 
creates a welcome kit for the mer-
chant enrollee.

Though checXchange does not pro-
vide remote deposit capture, the 
check recovery service is a "perfect 
marriage or add-on" for it, Johnson 
said. "The target market for us is 
direct sales to merchants because it's 
a very easy addition for the sales rep 
to add this." 

checXchange
Money Transfer 
Systems Inc.

ISO/MLS contact:
Harry Johnson
President 
Phone:  727-499-7002
Fax:  727-499-7003
E-mail: harry@checxchange.com

Company address: 
Money Transfer Systems Inc. 
2635 McCormick Drive, No. 102
Clearwater, FL 33759
Phone:  800-208-2964
Fax:  727-499-7003
Web site: www.checxchange.com

ISO/MLS benefits:
• Free service
• Simple sales process
• High, lifetime residuals
• One-page enrollment, no underwriting needed
• No installation or operations support required
• Unique door opener

A return on returns
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He noted that ChecXchange makes its money on the fee 
the merchant charges to the bad check writer and shares 
"a large percentage of that" with the MLS who signed the 
merchant up. 

"So it's a very large – it's dollars, not pennies – lifetime 
residual, as long as that merchant is on our books," 
Johnson added. "In the day of compressing margins 
for the sales rep, if the merchant had two or three bad 
checks in one month, they could easily make more off 
a returned check income than they would off the credit 
card income."

Rick Brennes, Chief Executive Officer and President of 
The Brennes-Jones Group Inc., said when he was first 
approached by checXchange, the company mentioned a 
collection rate of "80 to 85 percent, which frankly sounded 
like a sales pitch because normally I would've expected 
50 to 60 percent. But from our own merchant experience, 
now I can say that 85 percent is legit. It's been a wonder-
ful product." 

Brennes noted that he basically gives the product away 
because there's no cost to the merchant – ever. "Once a 
merchant signs up, they're free to come or go," he added. 

"There are no minimums or monthly fees. It's a dream 

product for salespeople because it can be used as an 
add-on." 

Brennes' salespeople now offer checXchange on cold calls; 
when they follow up to see how the service is going, they 
can sell processing or other products to a merchant who 
is already a satisfied customer, Brennes said.

Taking it to the bank

Banks that sign up for checXchange send a letter to all 
their commercial customers notifying them they are auto-
matically enrolled in the checXchange program, which 
will cost them nothing. 

The letter also includes instructions on how to decline 
enrollment. "On average, 1 to 3 percent of the merchants 
will opt out of the program," Johnson said.

Processing bad paper checks is still a manual process for 
banks; someone handles the checks one at a time and 
sends them out with letters to merchants. Enrolled banks 
take all those checks from their participating merchants 
and mail them in one envelope to checXchange – or scan 
them and send them electronically. ChecXchange encour-
ages banks to use image exchange to ease the burden of 
manually reviewing checks and stuffing envelopes.  

"So it eases back-office operations, and it provides a new 
revenue stream back to the bank, because we're sharing, 
on average, $5 per check back to the bank," Johnson said. 
"Now they're making $5 a check where they never made 
any money before. It's found money for the bank and it's 
a great convenience for the commercial customers."

Steve Zahorian, CEO at Patriot Bank, said, "We love it as 
a product because our customers love it. The best testi-
mony for it is the customers. We've had zero customer 
complaints." 

Patriot Bank automatically provides checXchange servic-
es to all business clients who accept check payments, but 
participation is not mandatory. "I can count on one hand 
how many customers have opted out," Zahorian noted.

According to Johnson, ISOs working with banks in a 
referral capacity can make money from every returned 
check from those banks, which also strengthens their rela-
tionships with the banks. 

"Not only are they making great income off of the leads 
from the bank, now they're going to make money off the 
returned checks," he said. 

Almost 50 banks nationwide are using checXchange. 
"Each bank may have several thousand commercial cus-
tomers," Johnson said. He added that the recession has 
helped checXchange because "it's more enticing for banks 
or partners to want to bring this product in" as a new 
source of income that also reduces their expenses.
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Another plus

Johnson noted that his company relies on banks that 
aren't signed up for checXchange to notice whether a mer-
chant is enrolled in the program. Sometimes banks send 
bad checks back to merchants, as they are accustomed 
to doing. 

That's where checXchange Plus comes in. The "plus" enti-
tles the merchant to a new depository stamp with a line 
under the usual text instructing the bank to send returned 
items to Money Transfer Systems' bank.  

"We get that check at the exact same time the merchant's 
originating depository bank would have gotten it, so it 
routes around them," Johnson said. "And since their bank 
doesn't see it, their bank can't charge them a fee." 

ChecXchange charges around $5, as opposed to the $15 or 
so a bank would charge. And the check is in the system 
faster, resulting in faster returns and a higher recovery 
rate. "It's really a no-brainer at that point if the merchant 
has any volume of returned checks," Johnson said. 

According to Johnson, the biggest challenge the company 
has faced is ensuring the checXchange product does not 
get confused with check conversion or check guarantee. 

Another challenge has been getting banks to buy in. "It's 
a little more difficult sale than just a merchant sale, but 
we have sales staff that understands that," he noted. "If an 
ISO has a bank opening, we hold their hand through the 
sale process. 

"You need to be able to speak the bank's lingo and have an 
understanding of how a bank operates. … We'll even visit 
the bank in person with them, or we'll do a webinar. And 
usually in a 15 minute webinar, the banks get it instantly." 
Johnson mentioned that only 200 of the 8,000 U.S. banks 
are currently using a check recovery service like this.  

Johnson said that the company is driven by three core 
values:

• Do what you say you're going to do.
• Pay what you say you're going to pay.
• Pay what you say you're going to pay on time.

It may be a while before checks are a bygone payment 
instrument. In the meantime, companies like checXchange 
strive to help merchants deal with the expense and nui-
sance of bounced checks. And perhaps it's a way ISOs and 
MLSs can befriend new prospects or solidify relationships 
with established clients. 
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Bob Carr takes 
the encryption 
lead at IAPP
Editor's note: This is a special report to The Green Sheet from 
Brandes Elitch, Director of Partner Acquisition for CrossCheck Inc. 
He has been a cash management practitioner for several Fortune 
500 companies, sold cash management services for major banks 
and served as a consultant to bankcard acquirers. A Certified 
Cash Manager and Accredited ACH Professional, Brandes has a 
Master's in Business Administration from New York University and 
a Juris Doctor from Santa Clara University. He can be reached at 
brandese@cross-check.com.

R obert O. Carr, Chairman and Chief Executive 
Officer of Heartland Payment Systems Inc., 
gave the keynote speech to the Data Breach sec-
tion of the International Association of Privacy 

Professionals conference, which took place in Santa Clara, 
Calif., June 17, 2009. If you are in the ISO business, you 
will want to understand the implications of what Carr 
had to say.

The IAPP (www.privacyassociation.org) is the leading 
forum for information privacy and is the recognized 
authority in this space worldwide. In nine years, it has 
gone from zero to 6,200 members and has developed the 
Certified Information Privacy Professional certification.

An astounding agenda

By now, everyone in the ISO community must be aware 
that Heartland's security was breached in 2008. In his 
address, Carr discussed his company's experience in 
dealing with this and presented a bold program designed 
to eliminate data security vulnerabilities in the payment 
processing chain. 

A year or two from now, people will admit, some admir-
ingly and some grudgingly, that what Carr will have 
accomplished by then is nothing less than a complete 
restructuring of how data is captured, processed, archived 
and moved in the credit card industry. If you have 
ever worked with the bureaucracies involved here, you 
will immediately grasp what a monumental effort this 
really is.

A processing nightmare

Heartland suffered a malware attack (an SQL injection via 
a customer facing Web page), found it and made a best 
efforts project of cleaning it up. But at the time no one 
realized the job had not been completed properly. 

Carr doesn't blame the auditors for the breach – in spite 
of the fact that Heartland was intensively audited and 
received six clean audits in a row; plus it had routine pen-
etration testing every year with no problems found. He 

also admits that, at this point, Heartland is still on proba-
tion, and he doesn't know how it all is going to end. 

He doesn't ask for sympathy, but everyone in the room 
clearly wondered what it must have been like for Carr to 
live through this. 

Imagine: You are running the fifth largest payment pro-
cessor in the United States (ninth largest in the world), 
processing 11 million transactions a day for a quarter of 
a million merchants who are funded to the tune of $80 
billion a year, and suddenly you are delisted by Visa Inc. 
Your stock price drops from $15 a share to $3.43. 

Heartland immediately re-imaged all its servers (the mal-
ware was on multiple servers with gateways or dial traf-
fic), added additional network segmentation, increased 
monitoring and added loss prevention security layers. 

The company also bought Vontu (an outstanding tool for 
data loss protection, Carr said), and has done everything 
else the card brands requested. 

A man fit for the task

Most people don't know that Carr is an information tech-
nology geek: As a student at the University of Illinois he 
wrote computer programs. He then taught programming 
at a local college and ultimately became Director of the 
college's computer center. So he was able to approach this 
situation from a technical perspective. 

Carr decided to develop true end-to-end encryption. He 
approached the American National Standards Institute 
and formed an industry association – the Payments 
Processing Information Sharing Council, which is under 
the umbrella of the Financial Services Information Sharing 
Council – to get industry buy-in. 

The PPISC fosters cooperation among the top 50 acquir-
ers, as well as all third-party processors that provide ser-
vices to issuers and other acquirers. 

Carr doesn't criticize the Payment Card Industry (PCI) 
Data Security Standard (DSS); he says it is a good thing 
and serves to protect the 6 million merchants whose 
acquirers use it. But it is a cat and mouse game; PCI con-
tains 230 requirements and must be monitored continu-
ally. 

Also, if an insider wants to help the "Bigees" (Bad Guys in 
Eastern Europe), a company is vulnerable to foul play if it 
does not encrypt data. Carr does not believe chip and PIN 
will be widespread here soon either; it requires too many 
people to agree and too much infrastructure change. 

He noted that tokenization is an improvement over what 
is in place but does not entirely eliminate transmitting 
credit card information in the clear. Additionally, secure 
sockets layer technology is point to point, not end to end: 
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As it goes from one end to the other, it drops off the end 
of the pipe, and that's where the sniffers are. 

True end-to-end encryption

Carr's solution is to encrypt data as it is being taken off the 
mag stripe, just like you do with PIN debit: You enter the 
PIN, and the digits are encrypted into a mini Hardware 
Security Module (HSM) and stay encrypted throughout 
the system. A Tamper Resistant Security Module (TRSM) 
reads card verification value data off the card and encrypts 
it before it is transmitted. 

The big news is that Carr is building a TRSM that encrypts 
the digits in a hardened box, so, yes, the merchant will 
have to change the mag stripe reader. Heartland will offer 
a solution for under $500 per POS. This is déjà vu, just like 
when electronic ticket capture became available: It was a 
game-changing event for the ISO community – actually 
the game-changing event. 

Carr sees this as a five-zone project: Zone One covers 
the data from the point of origination to the processor's 
gateway or network. Zone Two is within the processor's 
network. Zone Three consists of the HSM's and central 
processing units within the network. Zone Four is all data 
at rest in data warehouses, databases and archives. Zone 
Five covers the data to the issuer through the card brand 
network. 

Carr believes mandates aren't required, that the mar-
ketplace will develop good solutions over the next two 
to three years. I see this effort as on par with the NASA 
moon shot in difficulty, but perhaps I am too jaded an 
observer. I do know that if anyone can make it work, it 
will be Carr. 

The emerging standard

In reflecting upon data breaches, you might think, "This 
can never happen to me." Maybe you think your opera-
tion is not as big a target as Heartland, or perhaps you 
think you have airtight security. Maybe: In 2008, there 
were 635 breaches, but I didn't hear of more than a hand-
ful. This is about trust, and trust is the foundation of the 
information economy. 

Recent studies of terminated employees show that people 
feel comfortable taking data belonging to their employers 
with them when they leave. This should really scare you. 
This is why the privacy business is a growth business: The 
IAPP, for example, has 6,200 members and is just getting 
started. 

Your merchants need to feel certain you are handling their 
data in a way that meets generally accepted data security 
practices, and it is this standard to which your company 
will be held. Carr is elevating the standard, but he said 
"knowledge of security threats should not be viewed as a 
competitive advantage." 

The bad guys out there are aggressive, smart, numer-
ous and well-funded, and they are talking to each other. 
Shouldn't we be doing the same? 

PCI SSC broaches 
possible changes

T hough the PCI Security Standards Council (PCI 
SSC) has historically resisted major reforms to 
the Payment Card Industry (PCI) Data Security 
Standard (DSS), a new partnership to explore 

possible changes in the use of security technology may 
signal a shift toward a more flexible approach.

In June 2009, the council revealed it had commissioned 
the consulting firm PricewaterhouseCoopers to research 
new approaches to the adoption of security technology 
by merchants, processors and acquirers. The decision 
comes in light of the growing contention that, for some, 
compliance with existing standards is too expensive and 
difficult. 

"I'm very encouraged and pleased that … [PCI SSC mem-
bers] realize that some additional things need to be put 
in place," said Paul Rasori, Senior Vice President, Global 
Marketing for the payment processing vendor VeriFone 
and Secretary of the Secure POS Vendor Alliance. 

The SPVA was founded in early 2009 by a group of indus-
try executives seeking to strengthen payment security 
standards and simplify their implementation. Rasori said 
the organization was not involved in the PCI SSC's deci-
sion to take on its latest project, but that the undertak-
ing reflected the kind of innovations the SPVA aims to 
help spur.

"Investing in this third-party review is important both 
from the standpoint of improving security, but also show-
ing the rest of the world that they're open to modifying it 
to be better for everyone," Rasori said.

The task

Specifically, PricewaterhouseCoopers is charged with 
identifying and determining the viability of technologies 
that can reduce and fortify the storage and transmission 
of consumer card data. The company will recommend to 
the PCI SSC the technologies considered most likely to 
improve adoption rates and reduce the costs of imple-
menting mandated security measures.

The PCI SSC has been getting "a lot of pressure from 
retailers and acquirers to augment the current rules to be 
more end-to-end in nature," Rasori said. "Pretty much all 
the PCI guidelines today are about building walls around 
your data, but the problem that exists out there is that 
retailers, merchants and infrastructures are all completely 
different. 
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"The decision to protect your data is very unique per 
retailer, and it's very expensive, so their willingness to 
look at encryption from the point of swipe all the way 
through to some end point – which I think is something 
to be defined as part of this research – will go a long way 
in helping protect the information in the event that it's 
breached."

PricewaterhouseCoopers has served as a security and 
image consultant for a number of Fortune 500 companies, 
including 15 that are ranked among the world's 25 most 
profitable firms.

A larger effort 

Bob Russo, General Manager for the PCI SCC, said the 
study's findings would be part of a larger discussion 
about possible changes to industry standards when the 
PCI SSC re-convenes later this year. 

"The PCI Security Standards Council has commissioned a 
study … to research the impact specific technologies have 
on the PCI [DSS], such as tokenization, Chip and PIN, 
and end-to-end encryption," he said. "The study's find-
ings will be presented and discussed at the North Amer-
ican and European community meetings this September 
and October.

"Another major focus at the community meetings this 
year will be gathering more feedback on PCI standards in 
a face to face setting from our participating organizations. 
… We are always open to feedback from merchants, retail-
ers, processors, banks, [qualified security assessors] and 
[approved scanning vendors] and are looking forward to 
a productive discussion," Russo added. 

Aite identifies 
industry challenges

F or a report entitled, The credit card industry: 
Between a rock and a hard place, Aite Group 
LLC surveyed card issuers and processors, ISOs, 
acquirers and technology vendors about top 

industry challenges. As the title of the study suggests, the  
research and advisory firm found that the industry has 
reached a crossroads.

Twenty-three payments industry insiders participated 
in the study. Based on the respondents' answers, Aite 
concluded that the competing interests of different con-
stituencies have paralyzed the industry, "with no clear 
path out."

The report found that:

•  Business, data security and regulatory issues are 
priorities.

•  Pressure from the federal government and mer-
chants will keep interchange from increasing in the 
second half of 2009, but that could change in 2010.

•  The biggest challenges for credit card issuers have 
to do with regulation, while debit card issuers face 
business challenges, such as fraud prevention.

•  The overwhelming consensus is that debit card 
issuers have the brightest future, while credit card 
issuers face gloomier prospects.

Technology tug of war

One problem Aite found amounts to a technology tug of 
war. Adil Moussa, Aite Senior Analyst and author of the 
report, said, "You have the networks that are pushing in 
one direction and the merchants are pushing in the other 
and the POS makers are in the middle." 

According to Moussa, merchants want more functionality 
from their POS terminals, and are turning to PC-based 
terminals that support transactions but also help manage 
inventory and other business functions. Meanwhile, POS 
providers are pushing contactless terminals. 

"Merchants don't care about [contactless]," Moussa said. 
"And, at the same time, the only reason why there is so 
much pressure and why the networks are pushing for the 
RFIDs is because they are hoping to capture cash transac-
tions and small-ticket cash transactions, like $5, $6, $10 
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types of transactions. And they're hoping that [contact-
less] is the way to do it." But merchants dislike small dol-
lar purchases made using card payment methods because 
they have to pay interchange on them, Moussa noted. 

Additionally, consumers have not clamored for contact-
less payments, according to Dick Bloom, Senior Director, 
Retail Payments Sales and Service for Posdata, a divi-
sion of Control Solutions Inc. "Although [Visa Inc. and 
MasterCard Worldwide] put a fair amount of effort into 
getting acceptance, it doesn't really seem to be being 
accepted by the consumer," he said.

While Bloom foresees the development of RFID in the 
political sector and places where it's mandated, the cost 
of converting POS terminals to contactless terminals is 
another deterrent to its implementation for merchants. 

Debit dilemma 

The Aite report cited "imbalanced interchange," and the 
confusion that imbalance causes for the merchants, as a 
top challenge for debit card issuers. Moussa said many 
merchants don't understand the difference between PIN 
debit and signature debit pricing. On small-ticket transac-
tions, the flat PIN debit fee is a greater amount than the 
percentage-based fee for signature debit.

"I believe that it's been very difficult for the merchant 
to push the consumer [to signature debit]," Bloom said. 
Merchants are driven by consumer demands, and most 
consumers demand ease of use. He said consumers don't 
want to have to think about using different methods for 
different price points. 

The Aite report predicted that the networks would react 
to the huge increase in debit use by increasing interchange 
for debit transactions. 

Card networks were seen by those surveyed as adequately 
insulated from economic pressures because of their ability 
to raise the fees charged to acquirers and issuers. 

Moussa said the networks increased the authorization 
fee almost 300 percent in 2009. "They're not charging the 
merchant, they're not charging the consumer directly, so 
there's no pressure on them [to stop raising fees] and plus, 
they have a monopoly," he noted. According to the report, 
"some panelists even questioned the role of card networks 
and whether that role justified the fees they charge." 

ISO challenges

Survey respondents said that the three main challenges 
merchant acquirers and ISOs face are:

•  Data security and Payment Card Industry Data 
Security Compliance (43 percent)

•  Business issues (43 percent)
•  Technology issues (13 percent)

The report said business challenges included: commod-
itization, margin compression, differentiation, merchant 
insolvency and merchant attrition. 

Moussa said ISOs have to contend with the effects of 
economic upheaval, as well as interchange increases. 
Merchant acquirers seek to board new merchants as a way 
to increase revenues, but the bad economy has hindered 
new merchants from entering the marketplace, he said. 

In the current business climate, merchants are not as 
willing to leave processors, he added. In effect, Moussa 
believes acquirers are stuck. But he puts forth an alter-
native strategy that he said acquirers have yet to take 
advantage of.  

"You cannot create new merchants," he said. "But the only 
thing you can do is try to capture market share – existing 
merchants that are taking cash, and that are taking checks, 
and find a way to help them convert those cash transac-
tions and check transactions into electronic transactions. 

"The way I see it, merchant acquirers haven't done any-
thing at all to increase market share. Nothing. They do 
a lot to just go after new merchants, but I haven't seen 
them spend a single dime on trying to convince merchants 
to turn more of their cash transactions into electronic 
transactions." Moussa suggested merchant acquirers and 
ISOs could follow the issuers lead and offer incentives to 
merchants in the form of rewards for volume of transac-
tions converted from paper to electronic.  

Interchange intersection

"ISOs and acquirers don't really care that much from the 
revenue standpoint about interchange," Moussa said. 

However, when Visa and MasterCard increase inter-
change, a shift occurs in merchant accounts that month 
and the following one, which disrupts business, he said. 

Seventy percent of the respondents thought interchange 
would remain steady in 2009. However, 35 percent 
of the executives surveyed expected interchange to 
increase in 2010. Bloom believes that, if interchange does 
increase, merchants will have to adapt and somehow 
recover those costs. 

BofA, First Data 
give birth to BAMS

B ank of America Corp. and First Data Corp. 
formed a new payment solutions company, 
Banc of America Merchant Services LLC. First 
Data will contribute about 140,000 merchant 

relationships and BofA will bring approximately 240,000 
such relationships to BAMS. The new entity expects to 
process more than 1 billion transactions per month.
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At the end of 2008, First Data parted ways with 
JPMorgan Chase & Co. The two companies had jointly 
provided payment solutions as Chase Paymentech 
Solutions LLC for 12 years. First Data stated at the time 
that the split signaled a new phase of product develop-
ment and expansion. 

BAMS will provide what it calls "a comprehensive suite 
of innovative payments solutions" such as credit, debit 
and prepaid cards, merchant loyalty programs and 
check and e-commerce payment services. The offerings 
include new services designed to drive return traffic to 
merchants' stores and provide consumers with secu-
rity, convenience and customary rewards. BAMS will 
also provide enhanced business reporting tools. 

Symbiosis 

Adil Moussa, a Senior Analyst at Aite Group LLC, said 
First Data's and BofA's joint venture "will create a new 
synergy in the merchant acquiring world." He stressed 
how critical it is for large companies and corporations 
to have relationships with major banks for their lines of 
credit, treasury and cash management needs. 

Moussa feels those banking needs influence large mer-
chants' choice of merchant services provider. "From a 
large merchant perspective, First Data will be in an even 
better seat to compete over large corporate accounts," 
Moussa said. "Conversely, Bank of America's mer-
chants will benefit from the technology that First Data 
offers in payments." 

Moussa extolled the benefits large merchants enjoy 
when their merchant processing and banking needs 
are met by one company, with one point of contact. 
He pointed out that it reduces inefficiencies that can 
plague larger companies or corporations. 

Moussa noted that just a few days before news of 
BAMS' formation emerged, he had been discussing col-
laborating on a report that would look at the "different 
factors that lead large merchants to select a merchant 
processor and the importance of having a solid bank 
partner with a solid treasury solution." 

Unity

Michael Capellas, First Data's Chairman and Chief 
Executive Officer, said, "Together, we will help clients 
keep pace with the dynamic virtual marketplace by 
delivering secure, scalable and reliable payment pro-
cessing and the broadest set of innovative payments 
solutions at highly competitive prices." 

He noted that the two companies have more than 70 
years' combined merchant experience. First Data will 
own the largest interest in BAMS at 48.5 percent; BofA 
will hold 46.5 percent; an investment firm will hold the 
remaining 5 percent.  
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to these markets requires a strong understanding of how 
these technologies have been adopted and what all the 
integration points look like."

Drilling down, verifying authenticity

Melody Wigdahl, Global Merchant Sales Director at 
UseMyBank Services Inc., said that before a payment 
organization can even consider doing cross-border trans-
actions, it has to be compliant with the various anti-
money laundering (AML) laws that govern the tracking 
of money across borders, as well as other local laws and 
regulations. It is also imperative that a company know its 
customers as well as its customers' customers.

"[International payment processing and settlement] is 
a whole different set of hoops, and all of the countries 
affected by terrorism and cybercrime require that if you're 
moving money, you need to know exactly where it's being 
sent from and who it's going to," Wigdahl said. "The aver-
age processor in the U.S. doesn't have that network of 
international contacts and trusted relationships and sub-
sequently has difficulty drilling down to get the proper 
documentation. 

"It's a very detailed process when you get into the whole 
world of AML and OFAC [Office of Foreign Assets 
Control] laws, but all merchant account information has 
to be run through an international database and scrubbed 
to make sure they're not on any blacklist – and I don't 
mean Visa or MasterCard, but organizations like Interpol 
and the FBI. Complying with these laws and regulations 
and verifying a company's legitimacy is standard operat-
ing procedure," she added.

OFAC, part of the United States Department of the 
Treasury, publishes a list of geographic regions and gov-
ernments under economic sanctions or trade embargoes. 
Many of the sanctions are based on mandates from the 
United Nations and other international bodies. 

In addition to targeted countries, OFAC publishes a list 
of Specially Designated Nationals and Blocked Persons 
(SDN), which includes over 6,000 companies and indi-
viduals with whom U.S. citizens are prohibited from 
doing business.

Since OFAC's programs are constantly changing, payment 
institutions seeking to enter the international market 
must regularly check OFAC's Web site to ensure their 
SDN list is current and that they have complete informa-
tion regarding the countries and parties with whom they 
plan to conduct business. Most important, all U.S.-based 
individuals and entities doing international business, as 
well as all foreign subsidies owned or controlled by U.S. 
companies, regardless of location, must comply.

Security standards, compliance oddities

Shipley estimated that in some countries it can take up to 

a year to develop thin-client applications, which contain 
the bulk of a computer's programs in a central server. She 
added that companies can count on another three to six 
months for processor certification, and that costs to bring 
a new product online can exceed $1 million; consequently, 
only companies with strong finances and global brand 
recognition are rolling the dice to expand.

"Even for international players, that is a ridiculous time to 
get to market," Shipley said. "Some big hotel chain wants 
your business, and you're going to tell them that they'll 
have their hardware in 12 months? You've just lost an 
opportunity that may not come around again." She added 
that Ingenico has recently launched a proprietary, thin-
client architecture that enables the company to bring all 
payment applications to a merchant's countertop in fewer 
than 30 days.

It is also important, when entering the international arena, 
to consider "how you can incorporate value-added servic-
es, how can you take the expense factor out of managing 
thousands of terminals in the field and how to continually 
find ways to create recurring revenues," Shipley noted. 

The idea is to take the merchant out of the data loop, she 
said. "By removing their responsibility to store it, they 
don't have to satisfy those PCI [Payment Card Industry] 
and PA DSS [Payment Application Data Security Standard] 
requirements," she said. "Let it come to us – but then 
again, that's exactly where the business model is going."

To standardize implementation of existing security stan-
dards, reduce fraud and enhance risk management ser-
vices, Ingenico and payment solutions manufacturers 
VeriFone and Hypercom Corp. founded the Secure POS 
Vendor Alliance in 2009. The SPVA's mission is to reach 
out to competitors and establish an influential voice in the 
regulation of payment transaction security mandates.

"One of the objectives of the SPVA is to make it easier for 
our customers to navigate through the security regula-
tions and take some of the confusion out of a market with 
a plethora of standards, particularly for some of our mul-
tinational merchants," said Stuart Taylor, Vice President, 
Global Solutions and Marketing, Hypercom. 

"Collectively, as manufacturers, we can push a little 
harder to try and harmonize some of these standards, but 
a continuous effort is required by all."

Additional pressure, spurred growth

In addition to greater standardization of security com-
pliance regulations, increased competition, adoption of 
payment technology in less mature markets and greater 
penetration rates into new markets have also contributed 
to an international growth spurt in payments.

"The initial 17 percent of the top 100 Internet compa-
nies globalized their businesses by 2006 and saw great 
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success through this effort," said Carrie Bardeen, Senior Vice President, Sales 
and Marketing, North America for payment and security solutions provider 
Payvision. "This not only increased competition for online businesses, but con-
sumers also realized there were options for them to purchase in the currency 
of their choosing."

Bardeen said consumers' needs have been outstripping the industry's ability 
to meet them. "Consumers continue to put pressure on merchants who don't 
offer this option to their international customers," she said. "That forces mer-
chants to put pressure on their acquirers to implement better payment systems. 
Additionally, we're seeing staggering growth with U.S. and European mer-

chants wanting to get as many for-
eign currencies settled as possible."

Bardeen believes that for payment 
professionals, international pay-
ments is currently the most lucra-
tive of all payment sectors. She said 
there are plenty of reseller channels 
in the global arena for ISOs and 
MLSs, as well as payment opportuni-
ties for acquirers and processors, but 
that they must be willing to become 
educated on the different market-
ing, treasury and technology require-
ments. "But after that, the game is 
very similar," she said.

Rahul Gupta, President of Card 
Services for payment solutions pro-
vider and processor Fiserv Inc., sees 
factors that point to the type of growth 
in emerging markets worldwide that 
the U.S. experienced two decades 
ago. "Adoption cycles and penetra-
tion rates for payments are fairly low 
still in parts of Asia, Europe, and cer-
tainly in Latin America and Africa," 
Gupta said. "But they are rapidly 
increasing; economies are improving 
and people are traveling more." 

Gupta noted that consumers want 
electronic payments, both at home 
and especially overseas, where they 
don't want to carry cash. "And cor-
porations are asking how to get 
more efficient with their payment 
methods, how to get more involved 
with global trade and commerce," he 
added. "New generations are clearly 
going to mobile and the Internet 
for banking and payments, so the 
root cause will continue to be funda-
mental demand worldwide for these 
offerings."

Blue Bamboo, 
green streams

While there might seem to be a veri-
table laundry list of requirements 
to become an international payment 
solutions provider or processor, the 
potential in terms of reaching new 
geographic and vertical markets is 
enormous. Blue Bamboo saw such 
huge potential for mobile payments 
that it started manufacturing its own 
devices and proprietary platforms.
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"Our management team decided not 
just to resell POS devices but to cre-
ate our own brand," Anderson said. 

"We saw a niche emerging in the 
mobile payment space, so we devel-
oped our own product lines about 
five years ago. We've seen our busi-
ness grow significantly, especial-
ly since entering the U.S. market, 
because now we can offer our prod-
ucts and services through ISO resell-
er channels."

According to Guillermo Lizasoain, 
Blue Bamboo's Global Product 
Management Director, about 50 per-
cent of the company's customer base 
is in China and Asia, 30 percent is 
in the United States and the other 
20 percent is spread out between 
Canada, South America and Russia. 

"I think success in the internation-
al market boils down to consumer 
and merchant ease of use," he said. 
"Standardized and reliable payment 
solutions offer both parties many 
benefits of speed and security that 
cash can't provide.

"And much of the company's interest 
in deploying mobile POS devices and 
solutions to places like Argentina, 
Brazil, Curacao and Aruba are due 
to stronger and faster signals than in 
the U.S.," Lizasoain added. 

The irony, according to mobile pay-
ment veterans, is that the United 
States is behind in mobile POS tech-
nology because of the country's 
extensive, land-based telecommuni-
cations network developed and built 
throughout the twentieth century. 

Anderson noted that other countries 
were forced to develop better mobile 
networks because of the great dif-
ficulty – and expense – of getting 
landlines in place. Consequently, the 
logical solution for these regions was 
to go mobile. 

"Mobile network infrastructures are 
in many ways superior abroad, which 
enables very reliable mobile pay-
ments even in the remotest areas," 
Anderson said. 

"Other mobile innovations and secure solutions are evolving as well to allow 
ubiquitous adoptions." Anderson believes mobile technology is powering a 
substantial wave in the industry. "Look at the iPhone for example," he said. 
"The number of payment application downloads is amazing – and they have 
become more open in their interface protocols. Those types of patterns are hap-
pening all over. Current trends are converging into a very large and developing 
mobile payment movement around the planet – and this time it has legs."

Right partnerships, right people

Another component to successful global expansion is the use of partnerships 
in the integration of products and services. As more countries relax tariffs and 
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other market restrictions, the business climate is becom-
ing more conducive to the needs of international payment 
service providers looking to help local banks and acquir-
ers grow their businesses. 

"I do expect the bankcard regulations around foreign 
investments will continue to favor those who believe 
that continued market investment is a good thing," said 
Phil Kumnick, Senior Vice President of Global Payment 
Strategy Group at processor TSYS Acquiring Solutions. 
"We chose to partner with China UnionPay to enter that 
market as a third-party processor and adhere to the spe-
cific rules over what non-Chinese entities can do relative 
to transaction processing. 

"But we also know that complete success also depends on 
being local – finding solid, local candidates who not only 
have experience in their country's local customs and laws, 

but who have a solid understanding of how the mature 
markets have evolved so they can avoid previous failures 
or borrow and improve on previous successful practices. 

"We have those kinds of country managers in Brazil, 
India, China and Europe, so for us it's a win-win situation. 
It would simply be impossible to do that without some-
one in-country," Kumnick added.

John Hyde, President, International for Global Payments, 
said that even many high growth international markets 
have card penetration rates of 15 percent or less. 

"We see abundant opportunities for organic growth as 
well as growth through strategic acquisitions and partner-
ships," Hyde said. "And over time, we should continue to 
see faster growth from worldwide markets as card activ-
ity continues to converge steadily to U.S. levels."

"I do expect the bankcard regulations around foreign 
investments will continue to favor those who believe that 
continued market investment is a good thing."

– Phil Kumnick
Senior Vice President, Global Payment Strategy Group 

TSYS Acquiring Solutions
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Hyde added that achieving scale in this industry is criti-
cal to maintaining profitability. "So even the bigger com-
petitors have entered international markets by purchas-
ing portfolios of merchant or bank contracts, along with 
technology platforms, back-office operating capabilities 
and sponsorship into the card associations," he said. "And 
if this is not an option for a smaller competitor, the next 
best solution may be to establish a relationship with an 
existing market participant in a referral deal."

Small world, big horizons

Alan Moss, Vice President, Strategy and Marketing for 
Hypercom Southern Europe, sees huge potential for 
reaching a variety of new markets today. "I've been 
involved with deployment of card technology to unat-
tended payment devices like ticketing kiosks and parking 
environments, basically anywhere that people want more 
payment convenience," Moss said. "We're also seeing tre-
mendous growth in the health care business for authenti-
cation and payments. 

"Even in mature markets we're seeing new segments open 
up all the time with NFC [near field communication] and 
contactless solutions. Additionally, and most exciting, 
there is a real spread of card payments globally. When 
I looked at regions like Eastern Europe, I thought, forget 
it, we're never going to have business here for about 

three generations. And yet going back just this year to 
Russia, I was amazed at how much people were paying 
by cards."

TSYS has observed that the underbanked and unbanked 
market segments in places like Latin America and India 
are growing rapidly and that deploying self-service 
kiosks gives the company tremendous opportunities to 
penetrate into those markets and build consumer confi-
dence. "That is a segment we're serving more every day," 
Kumnick said. 

"These are maturing markets and you're talking well over 
a billion people, so having kiosks to pay a bill or buy air-
fare or a bus ticket is finding its way into many corners of 
the world. But it takes finding and developing the right 
partnerships in any area. The world is a nation of shop-
keepers, and local payment entities and governments are 
beginning to realize that it's no longer a one-size-fits-all 
solution," he added.

For U.S. financial institutions, the roads to international 
payments are rife with potholes, speed bumps and blind 
turns. But it has been said that fortune favors the brave; 
for merchant acquirers and payment processors willing to 
pay the tolls and finish the trip, the journey's end could be 
payment paradise. 
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  Eighteen- to 24-year-olds average 265 cell 
phone calls and 790 text messages a month; 
13- to 17-year-olds make 231 calls  but 1,742 
text messages. (Fiserv Inc.)

 Fifty-three percent of Caucasians in the United 
States send or receive text messages, com-
pared to 68 percent of African Americans and 
73 percent of Hispanics. (Fiserv)

 It took 28 years to reach 100 million accounts 
tied to mag stripe-enabled credit cards, 12 
years to reach 100 million debit accounts, 
seven years to reach 100 million PayPal Inc. 
accounts and six years to sell 100 million 
Apple Inc. iPods. (First Data Corp.)

 It might take only five years to reach 100 mil-
lion contactless cards and only two to three 
years to deploy 100 million near field com-
munication (NFC)-enabled mobile handsets. 
(First Data)

  A financial institution that invests $162,700 in 
a mobile solution can expect to make 
$2,419,150 back in five years. (Fiserv)

 Per-transaction costs to financial institutions for 
providing certain types of services follow: 
bank branch visit, $4; live call center, $3.75; 
automated, interactive voice response, $1.25; 
ATM, 85 cents; online, 17 cents; mobile 
device, eight cents.  (Fiserv)

 Mobile banking revenues in the United States 
are projected to reach $26.017 million in 
2009, up from $13.731 million in 2008 and 
$4.128 million in 2007. (Aite Group LLC)

  While only 36 million U.S. consumers had 
access to mobile banking through their finan-
cial institutions in 2007, 186 million 

are predicted to have such access by 2012. 
(Javelin Strategy & Research)

 One-hundred-and-eight million U.S. consumers 
will likely employ mobile banking by 2012, 
up from 10 million in 2007. (Javelin)

 In 2006, only 0.5 percent of U.S. households 
with access to online banking also used mobile 
banking; by 2010, 30 percent will be using 
mobile banking. (Celent LLC)

 Apple's App Store is expected to surpass 
1 billion mobile application downloads 
in less than a year. (Online Banking Report)

 Direct and indirect revenues from mobile 
applications are expected to exceed $25 bil-
lion by 2014 as app stores proliferate. (Juniper 
Research Ltd.)

 Between 2009 and 2014, annual sales of 
low-cost mobile handsets will rise by 22 per-
cent to over 700 million. (Juniper)

 Latin America was predicted to have 388 mil-
lion mobile accounts in service by the end of 
2008, accounting for 9.6 percent of the over-
all mobile accounts in service worldwide. 
(Upaid Systems)

 Sixty-four percent of 200 retailers surveyed 
knew of NFC mobile applications – a high 
level of awareness that bodes well for increased 
mobile payments adoption and usage. 
(Aberdeen Group)

 By 2013, approximately 300 billion transac-
tions totaling $860 billion will be made by 
mobile phone globally; by that same year, 
over 95 percent of mobile transactions will be 
for physical goods and services. (Informa 
Telecoms and Media)

Metrics behind mobile payment optimism
These statistics indicate mobile payments are likely to play an increasingly central role in how consumers 

transact. How might this affect your business?
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By Jon Perry and Vanessa Lang
888QuikRate.com

T his July we celebrate our freedom and our coun-
try's independence. In the merchant services 
industry the culmination of the right to life, lib-
erty and the pursuit of happiness can be found in 

our independents – ISOs and merchant level salespeople 
(MLSs). It is an immense challenge to be your own boss 
and to know that success is tied to selling. 

Many great merchant service companies have been built 
on the entrepreneurship of the independent contractor. 

Entering our industry does not depend on having 
any particular kind of credentials. It does not matter 
if you are a high school graduate or have a Ph.D. in 
nuclear physics. 

This lack of barriers opens the door for those who can 
sell to create their own piece of the pie and earn as much 
revenue as their tenacity and skill sets allow. 

It was 2003 when Jon graduated with a degree in 
Industrial Engineering from Arizona State University. 
For many years Jon worked at large companies, includ-
ing Honeywell Aerospace, Lockheed Martin, and under a 
variety of U.S. Department of Defense contracts. He was 
an analyst. 

Jon's job was to look for ways to improve efficiency and 
increase throughput. Like so many people in the United 
States right now he became subject to the controls of a 
chief executive officer with little concern for the law and 
big concern for his pocketbook. 

Ultimately, the company was run into bankruptcy and the 
CEO was indicted for defrauding the government. One 
hundred people had to find another career path. 

A worthy dream

Everyone has a dream, and ours was to control our own 
destiny. We had a vision of creating wealth and setting our 
own schedule. We explored many possibilities, including 
insurance, knowing we wanted to create residual income. 
After stumbling upon a merchant services company look-
ing for independent contractors, we began our journey. 

It has had many twists and turns but has provided more 
than we dreamt possible. Who would have thought that 
after working so hard to earn degrees they would be a 
nonfactor in our entry into a lifetime career in merchant 
services? So much for updating the resume.
 
Many independent contractors begin by hitting the streets 
or dialing for dollars. Others market to community banks 
and join chambers of commerce. Some sell POS systems 
or other value-added products and services. The path you 
select depends on your unique skills and desires. 

People with strong technology backgrounds can leverage 
the Internet; those with experience managing restaurants 
have a unique understanding of POS systems. We met 
a gentleman at a Western States Acquirers Association 
meeting who had managed copy stores for most of 
his career. 

He entered into the merchant services industry and used 
his experience with the merchant side. He focuses on 
those retailers and leverages his contacts.

Independents Day
Education index
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The challenge of realization

Because of the ease of entry to merchant services, there 
is much turnover; the dream does not always become 
a reality. It takes a great independent mind to succeed 
purely on commission, and it takes time to build sufficient 
residuals. Entering into the merchant services world is not 
as immediately lucrative as it once was. 

We entered during the leasing death rattle. Leasing pro-
vides a significant source of revenue that has helped 
many organizations get over the hump until residual 
income becomes sustainable. The pendulum has swung 
to the opposite side, and free terminals have become a 
common offering. 

Ours is not an easy business to thrive in. Concern has 
been voiced on GS Online's MLS Forum regarding the 
viability of the independent contractor. 

On the forum, amsusa stated, "To date, the 'brands,' 
primarily Visa and MasterCard, have failed to formally 
recognize the independent agent. 

"There is speculation that our industry is in a state of 
transformation. It is our belief that we, as agents, have our 
very livelihoods at stake." 

Visa Inc. recently published a list of all registered ISOs 
(www.visa.com/isolisting). This has led to discussions about 
registration of MLSs – also called independent sales 
agents (ISAs) – and how to secure their role in the bank-
card industry. 

Also, Visa Inc. and MasterCard Worldwide recently bid on 
the purchase of a majority interest in Fifth Third Bancorp's 
payment processing unit. With the lack of recognition 
by the card companies and their budding interest in the 
acquiring side of the coin, what will become of the MLSs 
– the very feet on the street? 

If you are an independent agent, a variety of steps are nec-
essary to preserve your role as an MLS not registered with 
the card companies. The first steps are to protect yourself 
and structure your business accordingly. Dee Malik stated 
on the forum, "I just tell my fellow ISA/MLS brothers/sis-
ters to read every contract, closely." 

With the current lack of regulation governing the ISO and 
MLS relationship, the devil is in the details. Seeking an 
industry-specific attorney can be one of the best invest-
ments upfront to protecting your best interest. The Green 
Sheet and the MLS Forum are good places to find attor-
neys who are familiar with our unique industry.
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There are bound to be roadblocks and stumbling points 
along the way. Establishing a strong relationship with a 
partner in this industry takes time and commitment – a 
two way street where both parties should benefit. 

TheCreditCardMan stated on the forum, "Over the years 
I have … found better rates. To date I have never signed 
another agreement and continue to deal with them 
[my ISO] exclusively. What keeps me loyal to them is 
the people." 

Strength in a niche

Differentiating yourself from that competition becomes 
vital. Our model is to care for and feed our local 
businesses. We identify merchants with a strong desire 
to see and touch their payment service provider. We 
target those thriving business who want transparency, 
high-tech solutions and a one-call solution for their pro-
cessing needs. 

As a result, we are viewed differently than much of 
the competition in our area. Our retention of clients 
is high because of our high-touch solution. Within the 
market you select there are opportunities to differentiate; 
identifying them is difficult but well worth the effort.

Bringing on new clients is exciting, but retaining them is a 

different story. Our merchants are bombarded daily with 
phone solicitations offering lower rates and much more. 

We received a telemarketing call from "Merchant Services" 
who asked if we accepted credit cards. I said, "I am a mer-
chant service provider, so yes." Merchant Services said, 
"Great! We can lower your rates!" I said, "I am a merchant 
service provider." Merchant Services said, "We will give 
you $500 if we can't save you money."

Sometimes the ones selling merchant services don't even 
know what they are selling, and merchants are wise to 
that fact. MLSs and third-party processors all have con-
cerns about shrinking margins as the ISOs are squeezed 
from both sides.

The question of regulation

Merchants want to pay less, and independent contractors 
want more money and more bonuses.

In 1787, 13 representatives from the colonial states gath-
ered to design guidelines for self-government. From 
this meeting was birthed the Constitution of the United 
States of America. The three branches of government 
– executive, legislative and judicial – were formed. These 
branches work as checks and balances to maintain a fair 
and democratic rule of law. 
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In business we have checks and balances as well. The three 
major branches are customers, businesses and industry. 
Without customers businesses would not thrive. Without 
businesses there would be no industry. And Industry pro-
tects its "country" – its businesses and customers. 

It took four years after its signing to amend the
Constitution with the Bill of Rights, which defined and 
protected our individual rights. The Constitution told us 
what government can do, and the Bill of Rights defined 
what it cannot do. 

What checks and balances are in place to ensure proper 
treatment of all customers and businesses, as well as 
maintain the prosperity of those in the industry? What are 
their inalienable rights? These are not easy questions but 
ones that are becoming necessary to define.

Self-regulation is not an easy or expeditious process. It 
took rebels, leaders, traitors, and parties from all states 
and many more to lead our country down a righteous 

path. So it will be as the merchant services industry 
moves toward increased self-regulation. 

As we write this article, legislators are at work defining 
these regulations for us. While much of it may be a wait-
and-see game, let us ponder what we, as businesses and 
as a part of the industry's checks and balances, can do to 
put our best foot forward to support our industry. 

At least for now, we all have the right to life, liberty and 
the pursuit of happiness. 

Jon Perry and Vanessa Lang are the owners of 888QuikRate.com, 
an ISO based in Ft. Worth, Texas, that was named Small Business 
of the Year by the local newspaper, The Star Telegram. For more 
information, tweet them at http://twitter.com/dfwcard, comment 
on their blog at http://merchantservices.cc or visit their profile 
at http://linkedin.com/in/jonperry or http://linkedin.com/in/
vanessalang. Alternatively, you can contact Jon and Vanessa by 
phone at 817-857-3557 or by e-mail at jon.perry@888quikrate.
com or vanessa.lang@888quikrate.com. 

It took four years after its signing to amend the Constitution 
with the Bill of Rights, which defined and protected our 
individual rights. 
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PCI: The merchant 
experience
By Tim Cranny
Panoptic Security Inc.

T he Payment Card Industry (PCI) Data Security 
Standard (DSS) and related security initia-
tives demand significant effort and time from 
ISOs, processors and acquirers, but too many 

of them are forgetting who is experiencing the real PCI 
pains: the merchants who form the base of the entire 
industry pyramid. 

Companies that have not fully realized the importance of 
this are paying the price with inefficient and ineffective 
PCI programs – and with customer anger and dissatisfac-
tion. Given the current economic environment, this is a 
dangerous gamble.

It is easy to see why so many ISOs are still struggling with 
data security issues: PCI is still relatively new and, until 
recently, was primarily targeted at larger, more sophisti-
cated merchants. 

These merchants could look after themselves (either 
with their in-house security staff or by using consultants), 
but with attention moving to the millions of smaller
(level 4) merchants, benign neglect is no longer a 
working strategy. 

Such smaller merchants simply do not have security or 
information technology staff, and they cannot afford con-
sultants. They are vulnerable to PCI's challenges in a way 
that larger companies are not, and it is not surprising they 
have new and different problems. 

A new landscape

Consequently, the industry needs new and different solu-
tions, not just the same services and solutions that worked 
a few years ago for a very different audience.
 
There is a need among all merchants for the standard 
security solutions like data encryption, firewalls, anti-
virus capability, network scans, and so on, but these "point 
solutions" are absolutely not enough by themselves, and 
focusing too much attention on them early in the process 
will make things worse.

The reason for this is that the real problem – the first 
problem – merchants face with PCI compliance is the 
"expertise gap." Most merchants simply don't know much 
about security, or even technology, so they don't know if 
they have a particular security problem. 

They don't know which solutions apply to which prob-
lems, so they can't determine what a given solution might 

do for them, whether they need it, where to get it if they 
do and how to use it once they've procured it. 

For merchants in this situation, talking to them about yet 
another great new security solution is adding to their con-
fusion and pain, not diminishing it. The right approach is 
to focus first on the challenges and pains of the merchants 
rather than on available products.

The SAQ challenge

The first concrete challenge for merchants is to identify 
which of the Self-Assessment Questionnaires (SAQs) they 
need to complete. 

The idea behind the multiple versions of the SAQ is that 
merchants with a simple card-processing environment 
and few dangers only need to complete a simple SAQ, 
while merchants with a complicated or dangerous setup 
need a more demanding SAQ. 

There are good reasons for this differentiation, and it was 
an improvement when the PCI Security Standards Council 
moved from a one-size-fits-nobody SAQ to the current 
scheme with four different SAQ versions.  But the move 
added another procedural step to the whole process. 

After assisting many thousands of merchants through this 
process, it is clear to me that a surprisingly large number 
of merchants have problems even with this preliminary 
step and need active assistance at this juncture.

A matter of meaning

Once they have the right SAQ in front of them, the next 
challenge for merchants is to understand what each secu-
rity question in the SAQ is talking about. 

This is often a big problem because many merchants sim-
ply do not have the technical understanding to answer a 
question like, "[Do established firewall and router config-
uration standards include] requirements for a firewall at 
each Internet connection and between any demilitarized 
zone (DMZ) and the internal network zone?" 

Anyone who knows about network security understands 

It is easy to see why 
so many ISOs are still 
struggling with data 
security issues: PCI is still 
relatively new and, until 
recently, was primarily 
targeted at larger, more 
sophisticated merchants. 
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this is a perfectly valid question merchants need to 
address, but that doesn't change the fact that many – or 
most – merchants simply will not understand what the 
words mean. This is not some impassable obstacle – they 
can figure out the meaning of each question in 10 or 15 
minutes, but it does have two consequences:

1.  Many merchants are going to ring up their ISOs to 
get "expert help," so ISOs who have failed to tackle 
this problem in advance will find they are paying 
for it tenfold in terms of portfolio support costs.

2.  The whole process is suddenly as painful 
and time-consuming for merchants as dealing with 
the Internal Revenue Service each year. This will 
lead to massive portfolio dissatisfaction if they feel 
that they have been abandoned by their service 
providers.

For these reasons, it is critical that ISOs and other respon-
sible parties in the processing chain put together preemp-
tive programs to help their merchants. Doing so saves 
them and their merchants time and money while also 
protecting their portfolios.

The remediation plan

After merchants work through the "security questions" 
part of their particular SAQs, they need to put together a 
remediation plan to deal with their failures (and the real-
world evidence makes it clear the majority of merchants 
will have multiple failures). 

Having a remediation plan with timelines is a required 
part of the new SAQ program and is a sound idea for 
security and compliance. However, putting together a 
proper remediation plan demands even more security 
knowledge than answering the initial questions does. It 
has been my experience that all merchants need help in 
completing this step in the process.

A time to act

The next step is to move beyond the paperwork and take 
some real-world security measures. For many merchants 
the first step at this stage is to get an external network scan 
from an Approved Scanning Vendor (which is required as 
part of submitting the SAQ). 

Even though this seems simple to technically minded 
people, to many merchants it is a surprisingly compli-
cated and time-consuming task. 

Modern networking solutions have matured to the point 
where most people are protected from directly dealing 
with things like the Internet Protocol Suite (TCP/IP). 
When you start talking to merchants about public versus 
private IP addresses (not to mention some of the finer 
points of networking architecture), you are guaranteed to 
generate many questions and requests for assistance.

The fitting solutions

After all of this, merchants still need to identify which 
specific products will fix which of their remaining prob-
lems and figure out how, where and when to implement 
them. As with all the issues I mentioned previously, they 
will need assistance.

The single guiding principle in all of this is that 
PCI compliance creates many real challenges for 
smaller merchants, and ISOs and acquirers do not have 
a choice about whether to deal with this: The real choice 
is between handling it properly and efficiently or deal-
ing with it ad hoc, which is painful and expensive in the 
long run. 

ISOs need to put together a comprehensive program 
with in-house security experts and support capable of 
dealing with vast numbers of small merchants, or they 
should partner with a security specialist who can do that 
for them. 

Dr. Tim Cranny is an internationally recognized security and com-
pliance expert and is Chief Executive Officer of Panoptic Security 
Inc. (www.panopticsecurity.com). He speaks and writes frequently 
for the national and international press on compliance and tech-
nology issues. Contact him at tim.cranny@panopticsecurity.com 
or 801-599 3454.
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By Christian Murray
Global eTelecom Inc. 

H ow many times have you reached out to your 
merchant base and introduced new products? 
Are you concerned about how many mer-
chants stay on your books these days? Have 

you adopted solutions that can help merchants increase 
sales and repeat visits? 

There has never been a better time to reach out to existing 
merchant portfolios and cross-sell value-added and third-
party solutions. Given the current economic conditions 
and struggling retail markets, it's a prime time to begin 
planning a campaign. 

If your portfolio is primarily bankcard-based, you have an 
even bigger opportunity to begin developing a marketing 
strategy that introduces additional products and services 
aimed at helping merchants drive more business. 

For some offices, reaching out to customers after the sale 
is a questionable strategy and may result in uncovering 
problems or receiving lower pricing requests. 

Yet, uncovering such issues as you go along and making 
certain concessions is much better than losing the mer-
chant to a competitor altogether. 

Thorough preparation

Caution: Before jumping into targeting your base, it's 
crucial to have the right solutions in place along with 
a detailed game plan. Make sure you coordinate with 
third-party vendors and value-added providers to ensure 
resources are available to support the initiative. 

Depending on the size of the portfolio, there are several 
ways to begin planning a campaign. If your base is large, 
a strategy may require more planning, while smaller 
folios can be easily managed and targeted with fewer 
resources.

Suggestions for larger folios include:

• Set up a meeting or conference call with your mer-
chant level salespeople (MLSs), and get them on board 
with this initiative, making sure they are able to profit 
or share in the up-selling opportunity. 

• Send direct mail introducing new products and ser-
vices. Active MLSs can personalize these with their 
contact information. 

• Send informational newsletters to help merchants 

reduce fraud and improve efficiency. Be sure to have 
an opt-out feature or use third-party solutions that can 
manage this process.

• Make quarterly calls to gather customer feedback and 
introduce new products. Be careful not to spam or 
send too many offers. 

• Schedule an online webinar that covers support, train-
ing, compliance and other product offerings. 

• Coordinate regional meetings with local merchants 
who may want to attend a small technology and new 
product show. Coordinate it with vendors and third-
party providers, have booths and do short presenta-
tions on products.  

Suggestions for smaller folios include:

• Reach out to each merchant individually if you can. 

• Send a signed letter thanking each for their valued 
business and introducing other solutions that you think 
would benefit them. 

• Attempt to visit merchants by appointment, if possible. 
Phone calls can help pique interest, and appointments 
can be scheduled accordingly. 

• Send postcards or special offers via mail or e-mail if 
you have that capability. Make sure to use an opt-out 
system even if your e-mail list is short. 

• Uncover and locate local service providers merchants 
might need. Send referrals to merchants and offer to 
set up appointments to review your services. 

• Ask for referrals, which is another great way to get 
back in the door. When you get referrals, you can fol-
low up with a thank you and mention other services at 
that time. 

Thoughtful communication

Ongoing, proactive communication with merchants is 
proven to generate positive and profitable results. Each 
portfolio of merchants comes with its own challenges. 
Finding what works takes time, and if marketing initia-
tives don't produce results immediately, then it's back to 
the drawing table. 

For MLSs who write through ISOs, it's critical these initia-
tives be discussed in advance, and that everyone is clear 
about their options and follow-up plans. Jumping into 
this can create issues that hinder productivity. 

Some of the products below can be sold directly; others 
might just be simple referrals to third-party providers. 
Many will pay a commission to the referring ISO or MLS. 

Target portfolios for increased profits, 
merchant retention
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Make your own list, and match its contents to different 
types of merchants.

Value-added and third-party solutions include:

• ACH, check conversion and guarantee services 

• Gift cards, loyalty or rewards cards, VIP cards and 
preferred guest cards 

• Coupon services and local advertizing 

• Local radio and TV advertizing and newspaper ad 
services

• Payroll services or benefit programs for employees

• Cash advance or merchant funding services 

• Leasing or credit card terminal upgrade offers 

• POS software solutions and hardware

• Printing services, signs and banners that can increase 
traffic and sales

• Discount cards that can be handed out to local customers

• Web site and e-commerce shopping cart services 

• Restaurant paging systems and time management and 
payroll services

Do not present too many options and push merchants 
into choosing one. By researching and understanding a 
merchant's business and potential pain points, you can 
make use of the best options.

Unfortunately, not all merchants will respond to offers or 
cross-selling attempts. Don't get discouraged; understand 
that some prospects will open up, and others will slam the 
door. Focusing on products that will generate money or 
increase business efficiency for merchants is best. Services 
must also generate revenues for you. 

Most third-party options that are not internally supported 
are simply referrals and should not require much time. 
Keeping these readily available will reinforce your com-
mitment to helping merchants. 

Cross-selling additional services to your merchant base 
should not become a hindrance or compete with core 
offerings and payment-related services. The initiative 
should be casual and used to identify helpful options that 
can benefit merchants' businesses. Doing this will rein-
force your commitment to your customers and bring you 
closer relationships with them.

Expanded focus

No longer are price and rate the only factors merchants 
look for when selecting a provider. Merchants truly want 
and need providers that offer a complete package aimed 
at their needs. The increased cost of accepting payments 
today coupled with interchange increases have made 
many merchants unsure about how to prudently imple-
ment technologies that help their businesses thrive. 

What we offer merchants, and how we offer it, plays 
an important roll in the overall longevity, profitability 
and success of any sales office. Stripping down prod-
uct offerings and limiting the solutions that MLSs 
sell does not help anyone. More tools and solutions 
are needed to stay on top of the competition and
maintain profitability. 

The days of selling just bankcard solutions are fading 
away. Our merchants want more and are willing to pay 
more. Merchants will leave a processor with a lower rate 
for the right mix of solutions and quality service. 

The core objective should always be to help merchants be 
successful – with their success, we thrive as well. Make a 
commitment, and follow through by going back to your 
merchants before it's too late. You will be rewarded and 
feel good that you contributed to the growth and longev-
ity of your merchant portfolio. 

Christian Murray is the Director of Business Development for 
Global eTelecom Inc. He has more than 12 years' experience 
within the payments industry. GETI provides check processing 
and gift and loyalty solutions. For more information, visit www.
checktraining.com or www.giftcardtraining.com (the sites are 
compatible with Internet Explorer only). You may also contact 
Christian directly at 877-454-3835 or cmurray@globaletelecom.
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By Jeff Fortney
Clearent LLC

S hould I specialize in a particular service or 
product, or maybe concentrate exclusively on 
one type of merchant? This is a common ques-
tion heard from new merchant level salespeople 

(MLSs), as well as from those who have concerns about 
their current sales processes. 

Even the most experienced MLSs (also known as indepen-
dent sales agents) will sometimes ask this question in some 
form. It is not an easy question to answer, but it is a critical 
one to consider. The simplest answer – of debated validity 
– is that all successful MLSs ultimately become some form 
of specialist. The key to this argument is the definition 
of a specialist.

In the medical profession, a generalist is someone who 
doesn't concentrate on one specific field or illness. When 
a specific illness or injury requires treatment beyond the 
generalist's capabilities, or if the condition necessitates 
further diagnosis, the generalist will send the patient to a 
specialist in the appropriate field.

Capitalize on your expertise

In our world, referring a merchant to someone else can 
mean lost revenue and lost opportunity. As a result, 
instead of referring merchants to specialists for deals 
requiring uncommon expertise, MLSs will try to gain 
enough information to make the deals work. The result is 
knowledge that MLSs can use to benefit other merchants 
of the same type.

Finding themselves with a newfound specialty, good 
MLSs recognize its value and target similar merchants. 
The merchants gain an expert who speaks their language, 
not just standard payments industry jargon. 

In turn, the specialized channel generates higher returns 
to the MLS because he or she knows the price points, 
provides a value-added service to the industry and uses a 
sales process that is easily repeatable. 

Choose targets wisely

The trouble in developing a specialty is that it depends 
too much on chance. There are too many occasions in 
which narrowly focused information just doesn't translate 
well into an industry specialization, and the result is lost 
sales time. 

On the other hand, the most important benefit of special-
izing is gaining a new referral base: Your merchants will 
refer their peers because you're the expert in their eyes. 

It is possible for you to jump-start the evolution pro-
cess, identify your likely specialty and prepare for rapid 
growth. But it is first necessary to identify what a special-
ist is not.

A specialist is not an MLS who only concentrates on mer-
chants of a certain size. Nor is it an MLS who only sells to 
one specific merchant type. Don't restrict your specialty 
too much, and don't target merchants who require longer 
sales cycles or yield consistently lower returns.

Master merchant types

Before looking narrowly at potential specialties, you 
must first have a global understanding of merchant types. 
The simplest way to develop this is to closely examine 
your partners' credit policy and where merchant types 
are classified. 

Your goal is to develop a clear understanding of the 
requirements for approval for each merchant type. If 
you can expedite an approval simply by obtaining the 
needed paperwork, you will be light-years ahead of 
MLSs who must delay the process to request further 
information from the merchants they are attempting 
to board.

Remember, you must be comfortable both with the list of 
items required of each merchant and the reasons for those 
requirements. If you can explain why an item is needed, 
merchants are less likely to resist providing it.

You must next identify potential merchant specialties. 
Risk classification should not factor into choosing a field 
– it only helps identify the knowledge you need for a 
merchant type.

Identify your assets

If you're a new MLS, several merchant types stand out as 
opportunities. The key to choosing a specialty is not iden-
tifying undersold markets, but rather identifying those 
that would benefit from the services of a specialist. 

Consider your personal history as well. Do you have 
knowledge of a certain merchant type or specific people 
or groups? Is your vocation or your avocation something 
that can help open doors in targeting merchants?

Eliminate the most common merchant types (like restau-
rants) or those that have consistently small or no margins. 
These merchants either do not need specialists or aren't 
worth the time it takes to gain the requisite knowledge to 
specialize in their arena.

If you are an experienced MLS, examine your current 

Smart specialization



79

Education

portfolio. Does it contain any consistent merchant types? 
If so, you may already be on the road to specialization.

Pinpoint the standouts

Here are several merchant types that immediately stand 
out as needing specialists.

• Physicians: A recent survey by a medical organiza-
tion discovered that one-third of all physicians still 
do not accept credit cards. 

• Business-to-business (B2B) firms: Several trade 
publications encourage businesses to demand pay-
ment terms or extended payback periods. This 
slows down the demand on the buying merchants' 
cash flow, but for selling merchants, it can have a 
serious impact. 

 However, many B2B merchants still do not accept 
payment cards for a variety of reasons. Take the 
time to learn your customers' businesses, and help 
them understand the cost savings that can be had by 
accepting credit cards instead of offering extended 
payment terms.

• Repair services: These days, people are keep-
ing their products longer. Instead of buying a 

new television, they are likely to get their current 
one repaired. Yet, not many MLSs target repair 
shops, and repair shops have a poor understand-
ing of the costs of accepting credit cards. Learn 
the ins and outs of businesses in the repair 
sector, and show them how to properly accept pay-
ment cards.

Don't stop here. Numerous other types of merchants 
would do well to have a specialist. Think outside the box, 
and you will find several that fit your background, too.

Find the networkers

There has to be one constant in any industry you choose 
for specialization: The merchants within it must talk to 
their peers. The previously mentioned business types are 
examples of those in which owners and managers, once 
convinced of your value, can become excellent referral 
sources.

Specializing does not preclude you from signing other 
types of merchants, but it can – and will – result in more 
business. In today's market, isn't that the goal? 

Jeff Fortney is Director of Business Development with Clearent LLC. 
He has more than 12 years' experience in the payments industry. 
Contact him at jeff@clearent.com or 972-618-7340.
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B ruce Reisman, merchant level salesperson (MLS) 
for Focus Financial Solutions LLC, has found a 
comfortable niche in the payments industry, 
having finally followed his mother's advice to 

"see what was on the other side" after a long stint in his 
family's art supplies business. 

Bringing the commitment and energy cultivated at his 
parents' business to his new job, he is available to his cli-
ents – who have his cell phone number – all day, any day 
of the week.

In this interview with The Green Sheet, Reisman discusses 
the importance of patience in building residuals, as well 
as the virtues of communication, honesty and transpar-
ency, especially in an industry replete with rules and 
regulations that can be difficult to grasp.  

The Green Sheet: As a child, what did you want to be 
when you grew up? 

Bruce Reisman: A successful businessman like my father. 
I always have admired his work ethic and the many 
things he has accomplished in life. He is my hero.

GS: How long have you been in this business, and why 
did you choose this profession?

BR: Nine years this June. I was in a family business for 20 
years, and due to the changing economy, we closed down 
our business of 30 years. 

We were in the wholesale, retail and manufacturing of 
arts and crafts supplies to the mom-and-pop industries. 
It was a family-owned business. I worked very closely 
with my father and mother. Unfortunately, the big chains 
destroyed our mom-and-pop customer base, and the rest 
was history. 

However, with my experience (in manufacturing, retail 
and wholesale), I wanted to stay in sales. I enjoy working 
with people in all walks of life, and this seemed like the 
perfect fit. 

GS: When did you know you'd be able to succeed in this 
business?

BR: When I saw that my potential clients gained my trust. 

It became easier to board them, and as long as you kept 
them informed and provided them the customer service 
and honest relationship they deserve, they would become 
residual customers for life in most cases. 

GS: What do you like best about your career, and what's 
been most challenging?

BR: I love working with so many types of businesses. It 
makes it so interesting. You know in my former business 
it was one type of customer. 

This business allows me to tailor to the needs of each cus-
tomer in an individual manner. The most challenging is 
you know you have the best solution, but then a potential 
client decides to go with their bank because they think 
that since the bank handles all their finances, they will 
take care of them in this arena too. Totally untrue. 

GS: What has kept you in the industry?

BR: The residuals. Once you establish your base and your 
customer loyalty, it makes it a lot easier. However, you 
always have to look for new customers as in this day 
and time it's becoming harder for many merchants to 
survive. 

GS: Are you working as an employee or contractor for 
someone else, or do you own your own company? And 
are you satisfied?

BR: I am an independent sales contractor with my own 
business. I represent two processing platforms and many 
other vendors (gateways, gift card, ACH processors). Yes, 
I am very satisfied as long as they pay me in a timely 
manner. 

GS: Describe your typical work day, and tell us how many 
hours you put in now versus when you first started.

BR: Funny you should ask. In my family business for 
20 years I was always at work by 7:30 or 7:45 a.m. Even 
though in this industry that is too early to be in touch 
with my vendors or clients, I still go in and prepare for 
the day ahead. 

It used to be going on the road visiting clients before tech-
nology and the business environment changed. Now I can 
do a lot of the deals via e-mail, phone and fax. 

Don't get me wrong – I still visit the new client, but so 
much work and time is saved via technology. I usually get 
home by 6:00 p.m. 

GS: Do you set personal and business goals? 

BR: Yes. It's important to set personal and business goals. 
My personal goal is to be able to provide for my family 

One business ends, another begins
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and keep them happy. My business goal is to work for 
my customers' best interests. If you do that and keep up 
with their needs and wants, you will not only feel a 
sense of accomplishment, but you will be paid well 
for it. Keep the faith. Never look back. Always be forward 
thinking. 

GS: What's the funniest sales experience you've ever 
had?

BR: I had this medium-size chain of 15 stores. It was early 
in my career. Underwriting was a lot looser. However, I 
couldn't seem to get the processor to approve this account. 
Needless to say, I was a little frustrated. 

To make a long story short, the president of the processing 
company called me up on the phone to apologize for the 
confusion. I almost dropped dead. 

GS: Do you have any chargeback horror stories? 

BR: My biggest chargeback story just happened recently. I 
make it a point to explain chargeback consequences to all 
my new clients, even ones I am converting (existing busi-
nesses never really understand it). 

One customer did the exact opposite of what I told her, 

and she, of course, blamed me and now is going after the 
processor. I feel bad for her; she has no case. She probably 
will never be able to accept credit cards again. 

GS: How do you balance the demands of your work and 
personal life?

BR: I tell my customers they can call me from 8 a.m. until 
8 p.m., Monday through Friday and weekends if they 
need me. However, once I get them situated, it's rare they 
have to call me. This gives me the time I need and value 
with my family. 

By the way, that is why I try not to have too many restau-
rants on my books. They would be calling me at all hours, 
as my cell phone number is my contact number, and I 
tell my customers to call me any time. This gives them a 
comfort level. 

GS: Have you ever lost or almost lost a residual stream? 
And what did you do about it?

BR: Yes. I hate it when I have very close customers and 
they go to their banks and get new loans. The banks tie 
them up with this deal that they have to give all their rev-
enue streams to the bank, including processing the credit 
cards. They put a scare into the customer. 

It's not right. They get the deposits anyway. The customer 
feels so uncomfortable. Banks are not doing their clients 
justice with this tactic. Nothing you can do about it. 

GS: Do you have a surefire way to resolve conflict?

BR: Be calm.

GS: How often do you check on existing merchants? 

BR: Quarterly or sooner. I always stay in contact.

GS: What are you doing to ensure that your clients are 
compliant with the Payment Card Industry (PCI) Data 
Security Standard?

BR: Be honest with them about the new PCI rules. I hear 
from customers all the time about people calling them 
telling them they aren't compliant. 

The callers don't know who that customer is, and it 
puts the fear factor in them. I am aware of PCI compli-
ance, so my customers feel comfortable knowing and 
trusting me. 

GS: Do you often lead with value-added services? How 
does this compare with leading with saying, "I can lower 
your rate"?

BR: It's not about the rate. It's about how I can help you 
understand what you are paying for processing credit 
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cards. I have trained or try to train my future and cur-
rent clients that you can't compare apples to apples in 
our industry.  

I am finding even with "true interchange plus" some 
of my competition add on unnecessary fees. I am very 
transparent with my clients. They know exactly what they 
are getting.

GS: How do you secure referrals? Are there any lead gen-
eration methods you would never recommend? Why?

BR: My customers are my best referrals and lead genera-
tors. I hate those new customer business lists. You end up 
being the 50th person calling them.

GS: How do you explain interchange rates to pros-
pects? How does this differ from the way you introduce 
interchange to new reps you need to quickly bring up 
to speed? 

BR: That's a tough one. You have to treat each potential 
client and rep differently. It's very complex. I only sell true 
interchange plus programs. 

Most will grasp on to it, though. I usually go through the 
history of tiered pricing to get them to understand it. 

GS: What do you do when it looks like you're on the 
verge of losing a sale?

BR: Oh well, so what. What's next? 

GS: What is your approach to terminal placement? Do 
you lease them, place them for free or do some combina-
tion of the two?

BR: I basically sell them at cost. I want the residual stream. 
Leasing is dishonest. And free? There is no such thing. 

GS: What are three things an agent should never do? 

BR: Lie, cheat and steal from their own clients. I have seen 
it before my very eyes. 

How MSPs [merchant service providers] raise fees like 
minimums and membership fees and termination fees 
without telling their clients is so dishonest, and it happens 
all the time. Not with me. 

GS: What does it take to succeed in this business?

BR: Persistence.

GS: Do you think all ISOs should be registered?

BR: Yes. But they should not have to pay the Visa and 
MasterCard yearly registration fee. 

GS: Do you use professional services such as those of 
accountants or attorneys in your business? If so, how have 
they been useful?

BR: Yes. They help make sure your MSP is honest with you. 

GS: How has The Green Sheet helped you?

BR: It's so informative – always great to know what's 
going on. Also, it's always interesting to hear what other 
ISOs or MSPs do to generate sales. 

GS: Any advice for newcomers?

BR: Don't believe these MSPs when they say you can get 
rich quick. It takes time to build. Make sure you start this 
job part time and build your residuals. You will starve if 
you don't. 

Also, make sure from your first residual check you get 
paid not only for your credit card processing, but your 
other services you sell as well (gateway fees, et cetera). 
Keep them honest from day one or leave quickly. 

GS: What's your greatest dream?

BR: That people will learn to be honest with others and 
themselves. Then this world would be a greater place. 
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Bring on 
the software

The cost of PCs had declined, 
precipitating a new trend: An 
increasing number of merchants wanted 
to eschew standard POS systems 
– stand-alone cash registers, terminals 
and printers – in favor of payment 
systems that integrated with and resided 
on their business computer systems. 
Thus, merchant demand spurred 
development of payment processing 
software.

The case for 
smart cards

George Wallner, Chairman and Chief 
Technologist for Hypercom Corp., 
said a business case needed to be 
made for smart card adoption to foster 
public and commercial acceptance. 
He suggested the technology was not 
flawed but needed to be adapted to the 
major payments industry applications: 
credit, debit, stored value and loyalty. 

Enduring advice

The Green Sheet Inc. founder Paul H. 
Green advised the feet on the street 
as follows: "When you meet with a 
potential customer, everything you 
say, use, refer to and leave behind 
must have a direct relationship to your 
prospect's need and your product. If 
it is not vital, don't use it and, more 
importantly, don't leave it behind with 
the customer."

The Green Sheet 
was 

32
pages.
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Portable card swipe
Product: POS app for BlackBerry
Company: Merchant Warehouse

U sing the MerchantWARE Mobile service on a 
BlackBerry phone, merchants can add a wire-
less, Bluetooth swipe device that obviates the 
need to punch in a customer's card informa-

tion. The device requires that merchants operate through 
Merchant Warehouse's gateway, but there are no addi-
tional gateway or cellular fees for using it. 

Other than the cost of the Bluetooth reader itself, every-
thing else – including the payment application download 
– is free.

"It's all included in the price," said Henry Helgeson, 
President of Merchant Warehouse. "It doesn't require a 
third-party gateway like most of our competitors use. It 
allows almost any business owner to get that swiped rate 
on the go without having to shill out the big money for 
the wireless terminals. And it is very secure." 

Top of the line security

The swipe device uses a MagTek Inc.'s MagneSafe 
reader with triple DES encryption that, according to 
Helgeson, "scrambles the card data … as soon as it hits the 
read head." 

Furthermore, the information is immediately directed to 
the Merchant Warehouse gateway, keeping it out of the 
hands of the merchant – where sensitive data can be espe-
cially vulnerable.

"We basically decrypt it here at the office," Helgeson said. 
"Even if someone was able to intercept that between the 
Bluetooth reader and the BlackBerry, they couldn't do 
anything with that. It would be tough for the KGB to 
crack this."

Generally speaking, card information is more effectively 
encrypted when it's lifted directly from a card's mag-
netic stripe than when it's manually entered on a key 
pad. But Helgeson also mentioned a more overlooked 
benefit: convenience. 

For merchants and consumers, swiping a card is a lot 
easier than pressing a long sequence of buttons – and 
that's particularly true with mobile commerce, where the 
buttons on a phone can be tiny, hard to read and difficult 
to punch.

"It's significantly faster," Helgeson said. "As we all know, 
these devices don't always have the biggest keyboards. 
… Reading the card numbers off the card itself can be a 

challenge. It's going to be a big time saver for merchants 
– especially merchants that are going to be in flea markets, 
sports stadiums, that type of thing."

Easy to carry

According to Helgeson, the reader is about a "third the 
size of an iPhone." That, coupled with the fact that it's 
wireless, makes it eminently portable.

"The merchants don't have to carry around the big, bulky 
wireless terminals now," he said. "This is something 
where you would just use your regular PDA [personal 
digital assistant], a device that's already in your pocket so 
they can take credit cards anywhere."

The device is only compatible with BlackBerry phones, 
and while Helgeson noted that most business owners 
"probably have the BlackBerry over the iPhone," he said 
the company was working toward making a similar prod-
uct for the iPhone as well.

"The reason is that Apple is a little bit picky about what 
they actually allow to be synched with [the iPhone] 
– what Bluetooth devices they allow," he said. "There has 
to be hardware changes made by the manufacturer so that 
the device is … made for iPhone." 

Merchant Warehouse

800-419-0947
www.merchantwarehouse.com

Merchant Warehouse POS app on a BlackBerry
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New Optimum 
family member
Product: Optimum T4205
Company: Hypercom Corp.

T o round out what it considers the most compre-
hensive suite of POS terminals available in the 
marketplace today, Hypercom Corp. now offers 
the Optimum T4205. 

It is a dial-only device that Gregory Boardman, Senior Vice 
President of Business Development, Hypercom North 
America, said is ideal as an entry-level terminal for start-
ups or merchants with low transaction volumes.

The T4205 is the final addition to the Optimum line, 
Boardman said. It compliments the dial model T4210, the 
Internet protocol (IP)-enabled T4220 Ethernet terminal and 
the countertop general packet radio service T4230 model. 

Despite being designed for the low-end, dial-up space, the 
T4205 has a 32-bit central processing unit, 24 megabytes 
of memory and multi-application functionality. In addi-
tion, the terminal is protected by Hypercom's HyperSafe 
Secure technology. 

Eases growing pains

When merchants outgrow the T4205 and their transac-
tion volume demands they upgrade their POS terminals, 
Hypercom's other terminals in the T4200 are designed for 
a smooth transition. 

"When they decide they want a different communica-
tion type, in which case they slide right into a T4220 for 
IP, a T4230 for wireless, and it's the same user interface, 
the same application functionality" as the T4205, Board-
man noted.

The T4205 has the same look and feel as the other termi-
nals in the Optimum suite. "If you're an ISO or a proces-
sor, you're thinking to yourself, what a great proposition," 
Boardman said. "I've got a 10, 20, 30, and now a T4205; I 
train my help desk the same way. 

Training collateral remains the same. I now have 
something that can fit just about any merchant profile, 
vertical, segment."

Record certifications

The terminal certification process can be tedious and time 
consuming, with processors having to contend with the 
complexities of each device they certify to run on their 
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networks. The additional security requirements imposed 
by the Payment Card Industry Data Security Standard 
and the Europay, MasterCard Worldwide and Visa Inc. 
standard make certification extra tricky.

But Boardman believes that by employing the same basic 
hardware and software on each terminal in the Optimum 
line, the certification process for one model closely fol-
lows the process to certify another model. 

Security injected

Another feature of the T4205, as with the other 
Optimum models, involves Hypercom's remote key 
injection technology. Traditionally, encryption keys are 
physically injected by the terminal manufacturers into 
individual devices before they are deployed, Board-
man said. 

But if human error caused the wrong key to be injected 
into a device – or likewise no key was injected – the device 
would have to be physically returned to the manufacturer 
to get the problem corrected, causing costly delays and 
disruptions in the merchant's business cycle.

Remote key injection eliminates the need to return defec-
tive devices to the manufacturer. Boardman was quick to 
point out that remote key injection also makes terminals 

more secure, since it reduces the amount of human inter-
action with them. 

Hypercom Corp.

480-642-5000
www.hypercom.com 

 Hypercom
 Optimum T4205
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Revisit your 
resolutions

I t's mid July; 2009 is more than half over. At the 
end of each year, most people reflect on the 
events of the preceding 12 months and decide to 
improve aspects of their lives that aren't work-

ing quite right. Unfortunately, after an initial burst of 
creative resolve, many folks tuck their resolutions and 
action plans away and don't give them serious thought 
until the holiday season rolls around again.

Part of this is because many people make outrageous 
promises to themselves in an effort to make up for lost 
time. And they try to change things they can't possibly 
hope to control. When they see themselves failing to 
meet their self-imposed expectations (usually about 
January 14), discouragement begins to take hold. 

Time to take action

If you haven't checked your New Year's resolutions 
lately, why not pull them out this month and have a 
look? It's not too late to adjust your goals in light of new 
developments and knowledge. And in your revamp, be 
realistic and kind to yourself. Focus on things you can 
actually do to bring positive results to your business. 

Here are some suggestions:

• Remember that, yes, merchants can be annoying and 
demanding, but they're your merchants. Resolve to 
treat them consistently with respect, and you will 
begin to see less churn in your business. Keep in 
mind they are the reason you are in business.

• Resolve to take charge of your destiny and protect 
your own interests. Don't sign a contract without 
thoroughly reading it and making sure you under-
stand each section. Although advice from an attorney 
might seem expensive upfront, it could end up saving 
you thousands of dollars and significant stress. 

 Don't assume that if you've read one contract, 
you've read them all. Study each section of every 
contract. This is your livelihood; protect it.

• Remember that a sale does not end with the signing 

Resolve, and thou art free.
– Henry Wadsworth Longfellow
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of a contract. Check in with your merchants regu-
larly to let them know you feel lucky to be work-
ing with them. If they do switch providers later 
on, and the customer service they receive from 
the new company is not on par with the service 
you gave them, they will come back to you.

• Make every customer service contact an oppor-
tunity to strengthen your relationships with mer-
chants. Even though the majority of these calls are 
complaints, you can use them to your advantage. 
By taking time to listen to merchants, you may be 
able to strengthen their loyalty to you. 

• When you understand a problem a merchant 
presents to you, take care of it. Follow up to 
make sure your customer is satisfied, and check 
in occasionally to be certain the problem has not 
recurred and to see whether new issues need 
your attention.

• Love the work you do. If you're not enjoying 
what you do for a living, you may be in the 
wrong field. No one should wake up every 
morning dreading the day ahead.  

• Keep your sense of humor. It's easier – and better 
overall – to laugh about your mistakes than it is to 
be angry about them. You're only human, after all.

• Make a list of some of the humorous things your 
merchant customers have said or done. And 
when one of your clients is upsetting you, take 
out the list and read it. It will remind you that 
merchants are also just human.

• Keep current on events in the financial services 
field. Read The Green Sheet. Read breaking news 
on our Web site, www.greensheet.com. Your mer-
chants will appreciate it when you can fill them 
in on changes in the industry and offer them the 
most up-to-date and effective solutions.

One step at a time

These are just some ideas for improving the way you 
work – and live – over the remainder of the year. 
Remember, consistent, small actions can lead to tre-
mendous results. 

And it doesn't matter what date you begin.



DateBook
Visit www.greensheet.com/gs_tradeshow_events.php for more events 

and a year-at-a-glance event chart.
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NACHA – The Electronic Payments 
Association
The Payments Institute East 2009 Five Day Course

Highlights: This event promises to be five information-packed 
days that involve learning and sharing with experienced pay-
ment practitioners. Instructors are drawn from corporations; 
financial institutions; consulting firms; payment networks; 
federal, state, and local governments; and more. A variety of 
training methods, including case studies, lectures, and interac-
tive group activities, will be used to deliver a comprehensive 
curriculum.

 Slated topics include updates on proposed and pending federal 
legislation, compliance with state regulations, fraud deterrence 
strategies, best practices for payroll card programs, and bank-
ruptcy risk mitigation in the prepaid chain. Also planned, are 
an opening-night dinner and a graduation lunch.

When: July 19 – 23, 2009
Where: Emory Conference Center Hotel, Atlanta
Registration: www.nacha.org/conferences/TPI_2009/reg_east.htm

Midwest Acquirers Association
7th Annual Midwest Acquirers Association Conference

Highlights: The MWAA's annual conference will include, for the 
first time, interactive demonstrations of new industry products 
within a larger and expanded Innovation Hall. Innovators will 
not be limited to table-top displays, and each exhibiting com-
pany will receive 10 minutes during the conference to present a 
review of its new product or service offerings. 

 Also new this year will be an awards ceremony designed to 
recognize sponsors who have been essential to the associa-
tion's success. Organizations wishing to be conference spon-
sors may review the Sponsorship Opportunities document on 
the MWAA's Web site. 

When: July 22 – 24, 2009
Where: Westin Lombard Yorktown Center Hotel, Lombard, Ill.
Registration: www.midwestacquirers.com/register.php

Direct Response Forum
2009 Annual Direct Response Forum

Highlights: This three-day conference brings together payment 
operations and risk management professionals specializing in 
card-not-present (MO/TO and Internet) transactions. Forum 
participants are merchant payment operations staff and man-
agers from a variety of industries who are responsible for pay-
ment processing, credit operations, exception management, 
customer service, payment systems, loss prevention and fraud.

 The agenda includes a golf tournament on the conference's first 
day, a gala and buffet dinner celebrating the Direct Response 

Forum's 20th anniversary, continental breakfasts, industry 
forums and more. Slated lecture topics include payment pro-
cessing, Payment Card Industry Data Security Standard compli-
ance, global expansion, Internet strategies, payment diversifica-
tion and fraud prevention.  

When: August 10 – 12, 2009
Where: Tampa Marriott Waterside Hotel, Tampa, Fla.
Registration: www.directresponse.org

The Prepaid Press
The Prepaid Press Expo

Highlights: The prepaid industry has grown in three distinct 
branches – calling cards, wireless, and alternative payments, 
including gift cards. These three sectors converge at the retail 
level but are still approached as different industries. The 
Prepaid Press Expo focuses on this convergence.

 The conference will address the latest technology developments 
in all three sectors, the effect of today's economy, prepaid vir-
tual operators, industry regulation and the emerging market of 
near field communication payments. 

 The event will also include an exhibit hall for companies mar-
keting prepaid services and a networking "toga" party at the 
Garden of the Gods pool at Caesar's Palace.

When: August 18 – 20, 2009
Where: Caesar's Palace, Las Vegas
Registration: www.prepaidpressexpo.com/index.php

Western Payments Alliance
Operations Conference

Highlights: This event is designed specifically for individuals with 
automated clearing house (ACH) responsibilities who are look-
ing to take their ACH payments expertise to the next level. 

 Through a combination of keynote addresses, general session 
panels and numerous concurrent sessions led by payments 
industry leaders, attendees will learn about the latest operation-
al issues facing the ACH in light of changing ACH Operating 
Rules, compliance requirements and evolving risk issues.

 The conference will include lectures, product showcases, a cer-
emonial luncheon and workshops – including an ACH basics 
workshop and an Accredited ACH Professional (AAP) prepara-
tion workshop for individuals interested in taking the AAP exam 
in 2010.

When: September 9 – 10, 2009
Where: Harrah's Hotel and Casino, Las Vegas
Registration: www.wespay.org/Content/docs/pdf/education/

ops_con_reg_form.pdf
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ACH - Check 21 BOC

Global eTelecom, Inc. (GETI)
 (877) 454-3835
 www.checktraining.com

ACH - PROCESSING SERVICES

AGE / ID & OFAC VERIFICATION
ID Chex
 (800) 875-6680
 www.IDCheX.net

ATM / SCRIP ISOs LOOKING 
FOR AGENTS
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Data Capture Systems Inc.
 (800) 888-1431
 www.msi-sd.com

NationalLink
 (800) 363-9835
 www.nationallink.com

United Cash Solutions
 (800) 698-0026 x1430

BANKS LOOKING
FOR AGENTS

(877) 635-3570
www.hbms.com___________

Up to 75% Residual
$5K Signing Incentive

Direct Bank Relationship
ISO Sponsorship Available

Up to $200 Account Conversion Bonus

Comerica Merchant Services
 (800) 790-2670
Group ISO, Inc.
 (800) 960-0135
 www.groupiso.com
Redwood Merchant Services
Division of Westamerica Bank
 (707) 569-1127
 www.redwoodmercantservice.com

BANKS LOOKING 
FOR ISOs / MSPs

America's BankCard Alliance, LLC.
 (800) 757-1538
 www.aballc.com

Group ISO, Inc.
 (800) 960-0135
 www.groupiso.com

CASH ADVANCE 
LOOKING FOR AGENTS

CHECK COLLECTIONS
CybrCollect, Inc
 (888) 340-9205
 www.getmychecks.com

CHECK GUARANTEE / 
VERIFICATION

CrossCheck, Inc.
 (800) 654-2365

EZCheck
 (800) 797-5302
 www.ezchk.com

Global eTelecom, Inc. (GETI)
 (877) 454-3835
 www.checktraining.com
Global Payments Inc.
 (800) 801-9552
 www.globalpaymentsinc.com

Secur-Chex
 (866) 464-3277

CONSULTING AND 
ADVISORY SERVICES
Adam Atlas Attorney at Law
 (514) 842-0886

First Annapolis Consulting
 (410) 855-8500
 www.firstannapolis.com

EQUIPMENT
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ATT Services
 (714) 999-9566
 www.attpos.net
BANCNET
 (713) 629-0906
 www.banc.net

Bartlett Info Tech Services, LLC
 (901) 384-6151
 www.bits-pos.com

Budget Terminals and Repair
 (985) 649-2910

General Credit Forms, Inc.
 (800) 325-1158
 www.gcfinc.com

Ingenico
 (800) 252-1140
 www.ingenico-us.com
JRs POS Depot
 (877) 999-7374
 www.jrsposdepot.com 

Paper Rolls Chicago
 (877) 298-6939
 www.paperrollschicago.com

The Phoenix Group
 (866) 559-7627

VeriFone
 (800) VERIFONE

FINANCING FOR ISOS

Super G Funding
 (800) 631-2423
 www.supergfunding.com

FREE ELECTRONIC 
CHECK RECOVERY
ACCESS CHEX
 (866) 746-CHEX
 www.accesschex.com

GIFT / LOYALTY CARD PROGRAMS

Electronic Payments (EPI)
 (800) 966-5520 x221
 www.epigiftcards.com

FLEXGIFT/UMSI
 (800) 260-3388 

Global eTelecom, Inc. (GETI)
 (877) 454-3835
 www.giftcardtraining.com

HIGH RISK

AVP Solutions
 (800) 719-9198
 www.avpsolutions.com

International Merchant Solutions
 (800) 313-2265 x104
 www.officialims.com

National Transaction Corp.
 (888) 996-2273
 www.nationaltransaction.com

ISO/POS DEALER 
LOOKING FOR AGENTS

 MSI, Merchant Services Inc.
 (800) 522-3661
 www.1800bankcard.com

ISO RELATIONSHIPS AVAILABLE

(800) 882-1352
www.cocard.net

•  BEST RESIDUAL STREAM IN THE BIZ
•  MULTIPLE PROCESSING PLATFORMS

•  PRE-NEGOTIATED BUYING POWER 
•  NEXT DAY FUNDING AVAILABLE

•  UNIQUE EXIT STRATEGY
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AmericaOne LLC
 (888) 502-6374

Elavon
 (678) 731-5000
 www.elavon.com

Electronic Payments (EPI)
 (800) 966-5520 x223
 www.epiprogram.com

EVO Merchant Services
 (800) CARDSWIPE x7800

First American Payment Sys.
 (866) GO4 FAPS
 www.first-american.net

Global Payments Inc.
 (800) 801-9552
 www.globalpaymentsinc.com

Group ISO, Inc.
 (800) 960-0135
 www.groupiso.com.

Merchant Rewards Network (MRN)
 (800) 366-1388 x210
 www.partner-america.com

MSI, Merchant Services Inc.
 (800) 537-8741
 www.1800bankcard.com
North American Bancard
 (800) BANCARD x1001

United Bank Card (UBC)
 (800) 201-0461

ISOs / BANKS PURCHASING
MERCHANT PORTFOLIOS

AmericaOne LLC
 (888) 502-6374

Community Bankers 
Merchant Services, Inc
 (866) 333-9331 x201
 www.merchantprocessing.com
Elavon
 (800) 819-6019 x6
 www.elavon.com

Global Electronic Technology, Inc (GET)
 (877) GET 4ISO
 www.gettrx.com

Global Payments
 (800) 801-9552
 www.globalpaymentsinc.com

Merchant Portfolios.Com
 (866) 448-1885 x308
 www.MerchantPortfolios.com

Merchant Rewards Network (MRN)
 (800) 366-1388 x210
 www.partner-america.com

North American Bancard
 (800) BANCARD x1001

Premier Processing Systems
 (800) 675-8564
 www.ppsstl.com

ISOs / PROCESSORS SEEKING 
SALES EMPLOYEES

ISOs LOOKING FOR AGENTS
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AmericaOne LLC
 (888) 502-6374

Direct Processing Inc.
 (877) 31-setup (317-3887)
 www.atmsale.net

Electronic Payments (EPI)
 (800) 996-5520 x223
 www.epiprogram.com

EVO Merchant Services
 (800) CARDSWIPE x7800

First American Payment Sys.
 (866) GO4 FAPS
 www.first-american.net

Frontline Processing Corp.
 (406) 585-7443
 www.frontlineprocessing.com

Global Electronic Technology, Inc (GET)
 (877) GET 4ISO
 www.gettrx.com

Group ISO, Inc
 (800) 960-0135
 www.groupiso.com

Impact Paysystems
 (866) 884-5544 x1555

Innovative Merchant Solutions
 (800) 397-0707

Merchant Rewards Network (MRN)
 (800) 366-1388 x210
 www.partner-america.com

www.moneytreerewards.com

Money Tree
Merchant Services
(800) 582-2502 x2

MSI, Merchant Services Inc.
 (800) 351-2591
 www.1800bankcard.com
North American Bancard
 (888) 229-5229

Pipeline Data Inc.
 (877) 754-0530 x16179
 www.pipelinedata.com

United Bank Card
 (800) 201-0461 x136

United Merchant Services, Inc.
 (800) 260-3388

Xenex Merchant Services
 (888) 918-4409 x511

LEASING

ABC Leasing
 (877) 222-9929
American P.O.S. Leasing Corp.
 (800) 349-6516
 www.poslease.com
Azura Leasing
 (888) 424-7142
 www.azuraleasing.com

First Data Global Leasing
 (800) 897-7850
LADCO Leasing
 (800) 678-8666
 www.ladco.com
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Lease Finance Group LLC
 (888) 625-8867
 www.lfgleasing.com

LogicaLease
 (888) 206-4935
 www.logicalease.com

Merimac Capital
 (866) 464-3277

Northern Leasing Systems, Inc.
 (800) 683-5433
 www.northernleasing.com

MULTI - CURRENCY PROCESSING

OFFSHORE BANKS LOOKING 
FOR ISOs

PAYMENT GATEWAY

APRIVA
 (480) 421-1210
 www.apriva.com

Global Payments
 (800) 801-9552
 www.globalpaymentsinc.com

ProCharge
 (800) 966-5520 x221

USA ePay
 (866) 490-0042
 www.usaepay.com

PAYMENT GATEWAY /
SERVERS / ISPs
Network Merchants, Inc. (NMI)
 (800) 617-4850
 www.nmi.com

PCI DSS COMPLIANCE

POS CHECK CONVERSION
CrossCheck, Inc.
 (800) 654-2365

EZCheck
 (800) 797-5302
 www.ezchk.com

Global eTelecom, Inc. (GETI)
 (877) 454-3835
 www.checktraining.com

Secur-Chex
 (866) 464-3277
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POS CREDIT CARD 
EQUIPMENT REPAIR

ATT Services
 (714) 999-9566
 www.attpos.net

POS SUPPLIES
General Credit Forms, Inc.
 (800) 325-1158
 www.gcfinc.com

PRIVATE PARTIES 
PURCHASING PORTFOLIOS
GBM Tranactions, LLC
 (817) 307-8291
 www.gbmtransactions.com

PROCESSORS 
LOOKING FOR ISOs
Elavon
 (678) 731-5000
 www.elavon.com

First National Merchant Solutions
 (800) 354-3988
 www.fnms.com

Humboldt Merchant Services
 (877) 635-3570
 www.hbms.com

TSYS Acquiring Solutions
 (480) 333-7799
 www.tsysacquiring.com

SITE SURVEYS

PRN, Inc.
 (800) 676-1422
 www.prn-inc.com

Spectrum Field Services
 (800) 700-1701 x286
 www.spectrumfsi.com

SEO / WEB / GRAPHIC DESIGN
Sturgill Studios
 (469) 438-0755
 www.sturgillstudios.com

TRAINING
Bankcard Boot Camp
 (866) 276-6683
 www.bankcardbootcamp.com

WIRELESS RETAIL / 
KEYED PROCESSING
USAePay
 (866) 490-0042 
 www.usaepay.com
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